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A sell-out in 1950 --- Place your order early 





EXPOSED WIRING 
UNDER COVER 





For safety’s sake, put long runs of exposed 
wiring under a steel cover . . . quickly... 
easily . . . with National Electric 4 x 4 
WIREWA. This ready-made raceway pro- 
vides practically the same convenience 
and accessibility of an exposed wiring 


system—PLUS ... 


@ Safe, permanent protection. 

®@ Accessibility . . . Wiring changes 
made easily. 

®@ Plenty of room... 16 sq. inches 
of WIREWA for wire fills and tap- 
offs. 

® Multiple KO’s for conduit take-offs 
on two sides. 

®@ Ease of installation . . . Sections 
securely joined by hinged cou- 
plings . . . Fittings for every re- 
quirement. 

@ Low maintenance .. . Simple to 
re-route and extend... 100% 
salvable. 

@ Listed by Underwriters’ Labora- 
tories, Inc. 


The booklet “A Wirewa You'll Like” illus- 
trates all fittings and contains installation 
NATIONAL data. We'll gladly send you a copy. 
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During 1950, entire Cavalier produc- 
tion was sold in the TVA area to get thorough practical 
tests before starting volume production. Careful engi- 
neering, thorough laboratory tests and thousands of 
installations prove that the Cavalier electric heater is 
RIGHT. It was developed from the suggestions of people 
throughout the TVA area, where electric heat has made 
most rapid advances. It is what the people want! Stocks 
are now ready for immediate delivery. Cavalier Corpo- 
ration will, so far as possible, maintain large stocks to 
permit prompt shipments. Thus with minimum investment 
and warehouse stocks, you can give better service and 
make more money with Cavalier! Write for details. 


EASIEST, QUICKEST TO CLEAN « 
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Turn HEAT CONTROL to the OFF posi- 
tion. Grille lifts out quickly and easily by 
lifting up and outward at top. 
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Circulates V4 more heated air! 

Tests at leading independent testing laboratory show Cavalier tapered 
cone construction (Pat. app. for) produces “3 more heated air up through 
the element than any other gravity type heater now on market. No need for 
fan. Direct radiant heat reinforces this extra efficient circulated heat, 


Easier to install: 


Simply nail or screw wall box to joists, place 4 screws in corners of frame, 
connect lead wire to heat control (readily accessible because of hinged 
deflector), set grille in place and job is done . . . easier and quicker 
than any other heater! Two inches lower than any other gravity typeé 
heater, the Cavalier can be installed under lower windows. 


Safer, more accurate: 
Improved thermostat-switch breaks both sides of circuit. Double baffle 
below main heat deflector (Pat. app. for) gives more accurate heat controly 


MA D €E A N OD _ @ 2 ee. e. BS 


CAVALIER CORPORATION 
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CLEAN HEAT... CLEAN HEATERS CLEAN WALLS 
THE CAVALIER CAN BE CLEANED IN 3 MINUTES 
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Dust reflector and units—there is hand 
room behind units and under the reflec- 
tor. All surfaces easily accessible. 


tire back is fully exposed. Replace parts 


and you are through in 3 minutes or less! 
*Patent Applied for 





WAREHOUSE STOCKS... DISTRIBUTORS NOW BEING APPOINTED 


FLUORESCENT FIXTURES for att purposes 


Wired or Bare 


Compare 


@ our prices 
@ our quality 


@ our service 








Write 
for our 
latest 
Catalogue 


No. 51 
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Insist on the aaa Fixture acne and Constructed for 
Efficiency, Service. Economy 





Ballasts Guaranteed for 2 Years 


LIGHT & POWER UTILITIES CORPORATION 


1035 FIRESTONE BLVD., MEMPHIS, i” A 175 5TH AVE., NEW YORK 10, N. Y. 


2 


ELECTRICAL SOUTH for JANUARY, 1951 








January, 1951 


CARL W. EVANS, Editor 
FRANCES J. BLACK, Assistant Editor 


BARON CREAGER, Southwestern Editor 
(1305 National City Bidg., Dallas, Tex.) 


T. W. McALLISTER, Vice-Pres., Editorial Director 


FRANK P. BELL CHARLES E. SMITH 
Business Manager Assi: Busi Maeneg 





J. A. MOODY 
Production Manager 


Editorial and Business Offices 
806 Peachtree Street, N. E., 


Atlanta 5, Georgia 


ANNUAL SuBSCRIPTION—$1.90 
ForeIGN—$19.00 


Business Representatives 
. ALLEN, Room 801, Security Bldg., 189 Madison 
St. Chicago 2, Il. Tel. Anaover 3-5469 
. CHAPPELL, 427 W. 5th St. Los Angeles, Calif. 
Tel. Mich. 9849 
McCarty, P. O. Box 171, Bryn Mawr, Pa. 
Tel. Bryn Mawr 3894 


. RUTLAND, Post Office Box 102, Gastonia, N. C. 
Tel. 7995 
. SHEEHAN, 2516 Gasser Blvd., Rocky River 16, 
Ohio. Tel. Edison 0856 


Published Monthly by 
W. R. C. SMITH PUBLISHING COMPANY 


Atlanta and Marietta, Georgia 


W. J. Rooke, President; 

Ricwarp P. Smirn, Executive Vice-President ; 
T. W. McALuster, First Vice-President ; 

E. W. O'Brien, Vice-President ; 

A. E. C. Smrrn, Vice-President ; 

O. A. SHARPLESS, Treasurer ; 

A. F. Roserts, Secretary ; 

Sesa J. Jones, Aast. Secretary and Treaeurer. 


Publishers Also of 
TexTiLe INDUSTRIES 
SouTHERN AUTOMOTIVE JOURNAL 
SOUTHERN BUILDING SUPPLIES 
SouTHERN Power & INDUSTRY 
SouTHERN HARDWARB 








SOUTHWESTERN STATES 


Vol, 31 — No. 1 


In This Issue 


Is Separation of Contracts the Answer 
He Calls It Functional Wiring 
Electric Industry Trends in 1950 
Light Sources for Industrial Plants 
Extra Outlets at Low Cost 


Better Business Analysis Leads to 


Editorial 

Modern Methods 
Industry News 
Names in the News 


New Products 


APPLIANCE SECTION 
(Page 57) 


Modern Kitchen Planning Center 

Dramatizing the Electric Blanket 

Mobile Unit for Training Salesmen 
Promoting Appliances in Today’s Market 

How We Handle Prospect File Records 
Refinishing Practice for Trade-In Refrigerators 


Look Behind before You Plan Ahead 


Silent Salesmen 
News Roundup 
Names and Faces 


Product Parade 


Copyright 1951, W. R. C. Smith Publishing Co., Atlanta, Georgia 





ELECTRICAL SOUTH for JANUARY, 1951 











other end 


of your telephone... 


Hoover \ 


SERVICE AGENCIES 
guard your good name 


YOur reputation depends, more than any- . . . for long, quiet, dependable service. 
thing else, on the performance of the prod- And if there ever IS trouble—as there some- 
uéts you sell. Which is why whenever you times is in ANY motor—there’s a Hoover 
sell or install a motor or a replacement Service Agency near at hand to restore the 
motor for a ventilating fan, oil burner, motor to operation in a jiffy! 

pump, home workshop, or, in fact, any Service like that guards YOUR good 
purpose at all, it’s mighty wise to make ita name at the same time it guards the good 
HOOVER Motor! name of Hoover. Worth considering, don’t 

Hoover Motors are famous for reliability you think? Worth selling Hoover! 


6 PATI pee 


lt 

















Hoover Motors for every need. General- 
purpose Hoover Motors come in 3 basic types: 
CAPACITOR-START MOTORS ('% through 3 HP) 
for hard-to-start, continuous-duty applications; 
SPLIT-PHASE MOTORS (% and “sHP) for easy- 
to-start, quick-to-accelerate applications; and 
POLYPHASE MOTORS (%4 through 5 HP) for 
use where three-phase supply lines are avail- 
able. Also there are Hoover Motors designed 
especially for pumps, oil burners, fans and 
blowers. Write for details. 


THE HOOVER COMPANY 
Kingston-Conley Division 
68 Brook Avenue 
North Plainfield, New Jersey 
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(Additional items will be found on pages 7, 65 and 67) 


1001—Reactors. Selection of proper cast-in-concrete reactors 
fcr specific current-limiting requirements is simplified by a four- 
page bulletin, No. 600, issued by Murray Mfg. Corp., 1256 
Atlantic Ave., Brooklyn 16, N. Y. This illustrated 8¥2- x 11-inch 
folder provides a convenient check list to help electrical engi- 
neers specify standard reactors or inquire about special modifica 
tons 


1003—Circuit Breakers. Operating characteristics, schematic 
diagrams, and detailed performance data on fully magnetic break- 
ers for branch circuit protection are provided in a four-page, 
8¥2- x 1l-inch folder. Cutaway views showing construction de- 
tails are included. Bulletin No. 525 is issued by Murray Mfg. 
Corp., 1250 Atlantic Ave., Brooklyn 16, N. Y. 


1005—Building Wire, Cable, Conduit. Extensive techrical 
data on a comprehensive line of electrical cable, building wire, 
and conduit raceways are provided in a new 86-page publication, 
General Catalog No. 500, issued by Triangle Conduit & Cable 
Co., Inc., 1906 Jersey Ave., New Brunswick, N. J. Handsomely 
bound in sturdy leatherette to take years of wear, this catalog 
also contains valuable information on electrical engineering and 
wiring standards for the aid of contractors, engineers, architects, 
and industrial users. 


1007—Panelettes. An illustrated 8-page folder describing Fed- 
eral Noark O L Panelettes is now available from Federal Electric 
Products Co., 50 Paris St., Newark 5, N. J. Clearly explained 
are uses, adding of circuits, wiring, flexibility of the umt, pro- 
tection afforded, and elements of the panelettes. Illustrated are 
typical wiring diagrams, along with cutaway illustrations. 


1011—Conduits. “Natural Electric Conduits” is the title of 
the new 30-page Catalog No. 603 which describes and illustrates 
the many types of electrical conduits that are manufactured by 
National Electric Products Corp., Chamber of Commerce Bldg., 
Pittsburgh 19, Pa. 


1013—Proper Cable Sizes. A new booklet, “Selection of Proper 
Cable Sizes,”’ has just been issued by General Electric’s Construc- 
tion Materials Advertising Department, Bridgeport, Conn. This 
publication deals with the method of determining cables and 
cable sizes of asbestos-varnished cambric cables, Types AVA, 
AVB, and AVL. 





1015—Shunt Capacitors. A new bulletin, No. 21, on the use 
of shunt capacitors for power factor correction has been prepared 
by the James R. Kearney Corp., 4236 Clayton Ave., St. Louis 
10, Mo., and is now available for general distribution 


1019—Service Panels. Information and prices on protective 
control centers for homes, apartment buildings, sezvice stations, 
and industrial applications is contained in Bulletin 494, “New 
Push-Button Service Panels,” issued by BullDog Electric Prod- 
ucts Co., Detroit, Mich. 


1023—Protective Control Centers. Information and prices on 
a new line of push-button protective control centers are con 
tained in Bulletin 493, “BullDog Pushmatic and Pushmatic 
Electri-Centers.” BullDog Electric Products Co., Box 177, 
Roosevelt Park Annex, Detroit 32, Mich., has made the bulletin 
available. 


1031—Heating Units. The new Chromalox Catalog of Indus- 
trial Electric Heaters, Catalog 50, is available from Edwin L. 
Wiegand Co., 7600 Thomas Blvd., Pittsburgh 8, Pa. Four basic 
Chromalox units—strips, rings, tubulars, and cartridges—with 
wide variations in wattage, voltage, and sheath material, are list 
ed, as well as easy selection and application data 


1035—Electrical Fittings and Devices. Buchanan Electrical 
Products Corp., 1290 Central Ave., Hillside, N. J., offers a 12 
age catalog covering solderless connectors, cable and conduit 
ittmgs and wiring devices. It contains complete data on “Splice 
Caps” and “Termend” lugs for wire splicing and terminating, 
box connectors for metallic and non-metallic sheathed cable, both 
plain and insulated conduit bushings, conduit locknuts, knock- 
out plugs, terminal blocks, attachment plugs, fuse pullers, etc 
Suitable illustrations, dimensional data, and application instruc 
tions are included. 


1039—Switches and Guards. Newly released 32-page, two-color 
Catalog No. 49, of the McGill Manufacturing Co., Inc., Val 
paraiso, Ind., contains complete descriptions of Levolier switches, * 
McGill lamp guards, and McGill electrical specialties 
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Gentlemen: 


Please send me the bulletins and catalogs indicated. 


(Print Plainly) 





January, 1951 


Circle numbers below. Bulletins and 
catalogs will be mailed promptly. 
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Simplest switching 
with Hush matic: 


_ ELECTRI-CENTERS 


New convenience for customers 
--- new business for you! 


<a —it's ON! 


Push —it’s OFF! 


Push —it’s ON 
again! 


*Push-button switch with automatic 
protection for electric circuits 


FATOTHING could be simpler! A simple push of the 
j finger switches the current either ON or OFF. 
if Pushmatic is automatically tripped by short or 
Overload, just push and service is restored. No 
bothersome resetting by hand . . . no fuses to buy. 
And simple push-button switching is just one of 
the many exclusives that make Pushmatic Electri- 
Centers first for circuit control and protection. 
Pushmatics offer flexibility never before obtain- 
able in any panelboard! 


All units interchangeable! 


All Pushmatics are identical in size and contour, 
regardless of rating or type. That means each unit 


Here’s insurance for rush 


several cartons of flex- 


can be quickly inserted, removed or interchanged 
without disturbing other units. Handle ties quickly 
convert two horizontally adjacent single-pole 
Pushmatics into two-pole branches. 


Surest protection is another Pushmatic feature. 
Approved by Underwriters’ Laboratories, quick- 
break Pushmatics operate with split-second pre- 
cision when short or overload occurs. Automatic 
tripping is entirely independent of manual oper- 
ation. 

There’s a Pushmatic to meet every load condition: 
THERMAL-MAGNETIC, or THERMAL-MAG- 
NETIC with exclusive AMBIENT COMPENSAT- 
ING FEATURES. They’re rated at 15, 20, 30, 40 
and 50 amperes, 1 pole, 120 V., or 2 poles, 120-240 
V., AC, 


For simplest switching, most flexibility, surest 
protection and fastest delivery, change to Push- 
matic Electri-Centers for every panelboard job! 
BULLDOG ELECTRIC PRODUCTS COMPANY 


DETROIT 32, MICHIGAN ¢ FIELD OFFICES IN ALL PRINCIPAL CITIES 
IN CANADA: BULLDOG ELECTRIC PRODUCTS OF CANADA, LTD., TORONTO 


jobs! You’re prepared 
for any order with a small 
supply of basic Electri- 
Centers and fronts plus... 


ible, interchangeable 
Pushmatics, supplied by 
your local distributor. 
Here’s how this small in- 
vestment pays off: 


3 When you have a hurry- 
up job, simply pick out 
the basic Electri-Center 
needed, hook Pushmatics 
on the mounting rib and 
connect them to bus bars 
with a screw driver. 


4 No time wasted tracking 
down supplies! When 
time counts, you’re prepar- 
ed for any panelboard job 
with this small supply of 
flexible Pushmatiec Electri- 
Centers! 
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1041—Cabinets and Boxes. Thirty pages of catalog sheets com- 
prise a new catalog available from B & C Metal Stamping Co., 
P. O. Box 56, Station D, Atlanta, Ga. The catalog is divided 
into three sections: products for electrical applications in gen 
eral, products for the utilities and the R.E.A., and products for 
appliance distributors. 


1045—Electric Connectors. General Electric Co., Schenectady 
5, N. Y., has announced a booklet describing a complete new 
line of solderless electric connectors which accommodates a 
wide range of conductor sizes. The new line is completely il- 
lustrated and diagrammed. This booklet is available from the 
Apparatus Dept., General Electric, in Schenectady. 


1051—Air-Cooled Transformer. Bulletin No. 49-ACO is now 
available from Marcus Transformer Co., Inc., 34 Montgomery 
St., Hillside 5, N. J., giving descriptive details on the company’s 
new air-cooled distribution transformer. Designed for indoor 
or outdoor use, the new transformer utilizes heatproof class B 
and C insulation which enables it to withstand overloads and 
eliminates the use of oil or other liquids. 


1053—Bustribution Duct. This 23-page bulletin, No. 462, 
issued by Bulldog Electric Products Co., Box 177, Detroit 32, 
Mich., describes in detail the Bulldog Feeder and Plug-In 
Bustribution Duct for bus duct electrical distribution. The 
bulletin is profusely illustrated. The many drawings included 
show details of the duct, the various fittings, and the hangers, 
as well as diagrams of complete systems. 


1063—“CSP” Transformers. Forty pages of facts and figures, 
dates and places on “CSP” transformers in actual use comprise 
the booklet B-4248, “30 Case Histories of “CSP” Perform- 
ance,” issued by Westinghouse Electric Corp., P. O. Box 868, 
Pittsburgh 30, Pa. The booklet covers three basic types of case 
histories—lightning protection, thermal protection, and lower 
costs. 


1071—Plugs and Receptacles. Additional loose-leaf sheets for 
insertion in the Pylet Catalog 1100 are available from the 
Pyle-National Co., Chicago 51, Ill. These pages describe a 
wide range of plugs and receptacles for special purposes. 


1073—Lightning Protection. Complete with graphs, diagrams, 
and illustrations, “Modern Concepts of Lightning Protection for 
Transmission and Distribution Systems,” by H. M. Towne, is 
available from the Apparatus Dept., General Electric Co., 
Schenectady, N. Y 


1079—Connectors. A 24-page, three-color catalog describing K 
& H solderless terminal lugs and connectors may be obtained 
from Krueger & Hudepohl, 5 East Third St., Cincinnati 2, 
Ohio. A wealth of information, including specifications, descrip 
tive material and illustrations are included. 


1081—Busduct Data. Various applications of the FA busaucr 
for industrial purposes are illustrated in this 31-page bulletin 
made available by the Frank Adams Electric Co., St. Louis, Mo 


1083—Fastening Devices: An illustrated bulletin of electrical 


fastening devices for E.M.T., Armored, and Non-Metallic 
Sheathed Cable, Featuring the popular No. 7491 SHERCO 
Staple is now available from the Sherman Manufacturing Co., 
Inc., St. Louis 13, Missouri. 


1085—Lighting Fixtures—Eastern presents their most com- 
plete catalog, 32 pages of engineered lighting data, including a 
variety of fixtures for all architectural, commercial and indus- 
trial applications. Eastern Fixture Co., Inc., 70 Vernon St., 
Boston 20, Mass. 


1087—Connectors and Fittings. The M. & W. Electric Mfg 
Company, Inc., East Palestine, Ohio, announces a new twenty- 
four page catalog covering Service Entrance Cable Fittings, 
Ground Clamps, Ground Rods, BX and Romex Connectors, 
Staples, Conduit Fittings, Wireholders, Insulator Supports, Cable 
Racks and Watt-hour Meter Protectors. 


1091—Electrical Wiring Devices. A 76 page catalog, No. 48, 
of electrical wiring devices, covering fluorescent devices, lamp 
holders, connecting devices, flush plates, flush and surface 
switches, rosettes, cutouts, secondary circuit breakers and inter 
changeable unit devices. Also included are suggested standards 
of adequate residential wiring and electrical symbols. This 
catalog is available from The Bryant Electric Company, Bridge 
port 2, Conn 
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1093—Magnetic Motor Starters. A new 22 page booklet 
(Catalog No. 6300—AIA file No. 31G3) issued by the Monitor 
Controller Company, 51 Hayward Street, Boston, Mass., de- 
scribes in detail the Company's V-type starters and explains the 
srotection inherent in the patented Compensated Thermal over- 
oad. 


1095—Electrical Specialties. The F. D. Kees Mfg. Company, 
Beatrice, Neb., has available upon request, a 20-page catalog illu- 
strating various types of enclosures and other electrical specialties 
manufactured. This 76-year old firm supplies the better-known 
utilities and jobbers throughout North America. 


1097—Flexible Cords and Cord Sets. A complete 9-page cata- 
log is available from Cornish Wire Company, 15 Park Row, 
New York 7, N. Y., containing data on all standard _ electric 
cords an dstock cord sets, including Neoprene-jacketed. Also 
descriptive data on the new UL approved all-Neoprene heater 


cord—“COROPREX”. 


1099—Lighting Fixtures. Fluorescent and incandescent lumi- 
naires for schools, offices, stores and churches are illustrated in 
a series of bulletins issued by Curtis Lighting, Inc., 6134 West 
65th Street, Chicago 38, Ill. The entire series or any indivi 
dual bulletins may be obtained upon request 


1103—Electrical Connectors. Burndy Industrial Catalog 52, 
featuring a complete line of general-purpose connectors for in- 
dustrial wiring is available. Complete information concerning 
application, construction features and dimensions of these con- 
nectors are included, as well as several pages devoted to engi- 
neering data. Published by Burn’v Engineering Co., Inc., 107 
Bruckner Blvd., New York 54, »— Y. 


1105—SnapX Connectors. A new folder on SnapX cormec- 
tors is now available from Briegel Method Tool Co., GAlva, Il. 
Illustrated and explained are the three steps necessary for con 
necting cables to boxes with this new connector for armored 
and non-metallic cable. 


1107—High Voltage Portable Cables. The various types for 
use from 600 to 15,000 volts are described and illustrated. Cata- 9 
log listing including weights and outside diameters are given. 
Detailed splicing instructions are included. Copies may be ob- 
tained from Simplex Wire & Cable Co., 79 Sidney Street, 
Cambridge 39, Mass. 


1109—Anchoring and Drilling Devices. An illustrated 32-page 
catalog No. 65, describing more than twenty-five anchoring and 
drilling devices for making fastenings to masonry, is available 
from the Arro Expansion Bolt Company, Marion, Ohio. 





1111—Fluorescent Fixtures. The specifications on all fixtures } 
built by the Light & Power Utilities Corp., of 1035 Firestone 9 
Blvd., Memphis, Tenn., are detailed with illustrations in the] 
newest catalogue issues by this company. The cover of ,his cata- 
logue has an interesting wood cut called Light through the§ 
Ages which depicts the advance of lighting from the cave man§ 
to modern fluorescent lighting. j 

1113—Domestic and Industrial Fans. A general specific itions 
bulletin is available from Franklin-Morgan Co., P. O. Box 391,§ 
Charlotte 1, N. C., describing and illustrating their upright and 
horizontal types of attic fans, industrial fans and wall package® 
units, automatic wall and ceiling shutters, and kitchen and win-§ 
dow fans. ; 


1115—Remote-Control Wiring. An eight-page, non-technical 
booklet on remote-control wiring, publication No. 16-330, writ- 
ten expressly for the consumer, is available from the G.-E. Con 
struction -Materials Dept., Bridgeport 2, Conn. The booklet gives 
a picture story on the convenience, safety, and economy of this 
new wiring method 


1117—Fluorescent Fixtures. The Edwin F. Guth Co., 2615 
Washington Ave., St. Louis 3, Mo., has released a new catalog 
covering their complete line of commercial and industrial, fluo 
rescent and germicidal lighting equipment \ full range of 
fluorescent fixtures is presented in the catalog, No. 47, in a 
condensed, easy-to-refer-to form 


1119—Ventilating Fans. Beautifully illustrated separate cata- 
logue sheets on each of Murray's four home ventilating fans 
20” portable, direct-drive window fan; 24” portable, belt-drive 
window fan; 24” to 48” vertical draft, horizontal mount attic 
fan) giving full description, specifications, dimensions and in 
stallation mstructions. H. C. Biglin Co., Inc., 177 Harris St., 
N. W., Atlanta, Ga 











WALLS of LIGHT 7 


protect plant, property, personnel 


Complete systems via Graybar 


Intruders hate light! The safety of any plant, stockpile, or other 
property is materially increased at night by an encircling wall of 
light. Employee safety is increased, too, when dark plant areas, 
indoor or outdoor storage spaces, loading platforms, and yard 
work areas are well lighted. To provide your customers with the 
best in protective lighting systems, make Graybar your number-1 
supply source. Graybar has the most complete selection of light- 
ing units and lamps available anywhere. Graybar also can 
supply complete alarm and sound systems. 


Expert planning advice 


To assure your getting the best system for any of your customers’ 
lighting needs, Graybar Lighting Specialists offer you their 
knowledge gained through planning and supplying plant light- 
ing installations of every type. These experienced men know the 
latest developments in lighting, know all the details that go to 
make up efficient lighting. The same specialists can recommend 
the right lighting equipment . . . can give expert advice on flu- 
orescent, filament, or mercury lamps and lighting units . . . for 
hazardous locations or any other installation. 


Fast delivery of lamps 


Graybar distributes every type and size of lamp required to 
light your customer's plant. They're all G-E, so you get the best 
in quality and long service. To assure prompt deliveries, Graybar 
maintains lamp stocks at more than 100 warehouse locations 
throughout the nation. 


Call Graybar For Everything Electrical 


Graybar distributes more than 100,000 electrical products of over 
200 manufacturers—carefully selected materials, equipment, and 
tools for wiring, lighting, communication, power. To save delivery 
time, thousands of these items are stocked locally at more than 
100 Graybar branches. Graybar Specialists in various elec- 
trical fields are on call to help you solve unusual problems. 
Graybar Electric Company, Inc., Executive offices: 
Graybar Building, New York 17, N. Y. 504B 





IN OVER 100 PRINCIPAL CITIES 





LONG on LIFE 


Low in cost, long on life. That’s the simple story of ANHYDROPRENE Wires. 
And those are the reasons why it pays to remember ANHYDROPRENE whenever 
you’re planning new transmission and distribution systems, or are preparing to rewire 
those already in use. 


ANHYDROPRENE Wires consist only of conductor, the famous Anhydrex insu- 
lation, and a thin, but tough, neoprene jacket. On some of the large sizes a tape is inserted 
between insulation and jacket. This simple construction establishes low purchase cost 
and produces a small-diameter, lightweight wire that’s inexpensive to install. 


ANHYDROPRENE construction also provides sound electrical and physical prop- 
erties. There’s the low water absorption and high dielectric strength of Anhydrex 
insulation. There’s the resistance to abrasion, acids, corrosive chemicals, light and 
flame of the neoprene jacket. At 8000 volts and under, ANHYDROPRENE Wires can 
be operated at copper temperatures as high as 75°C. These features assure trouble 
free service year after year, even under unfavorable conditions. And long, trouble-free 
service means low installation costs and infrequent replacements. 


ANHYDROPRENE Wires can be racked on walls and installed underground in 
ducts. You’ll find them especially dependable for plant and shop wiring; for instrument 
wiring; as underground primaries, transformer leads, and pole line risers; and in signal 
and control circuits. 





_ WIRES & CABLES 
SIMPLEX WIRE & CABLE CO., 79 SIDNEY ST., CAMBRIDGE 39, MASS 
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Why the sea is salty 


‘ In Norse mythology, a poor man got a magic 
* mill from the elves. With it he could grind whatever 
‘he wanted--food, clothing, furniture, and best of all, 
gold. Of course, the poor peasants lot changed from 
poverty to riches. 

An envious brother borrowed the mill. He com- 
manded it to “grind herrings and broth and grind 
them good and fast.” But having taken the mill in 
‘such haste, he didn’t know the magic words to shut 
ait off. He was almost drowned in broth when the 
‘brother came to the rescue. 

_ Finally, the magic mill was stolen by a salt dealer, 
‘who put it on his ship. Safely at sea, the skipper 
demanded, “Grind salt and grind it good and fast.” 
Alas, he hadn't learned the control words either. 
The mill ground salt endlessly, filling al! his kegs 


and his hold, covering the decks and at last sinking 
the ship. There at the bottom of the sea, so people 
say, the magic mill still grinds--and that’s why the 
sea is salty. 

From time immemorial, men have dreamed about 
magic mills and schemes to bring abundance and 
riches. Here in America, today, there are plans that 
are flooding us with superabundance of certain com- 
modities. But what about the magic words to shut 
off the mill? 

Isn't it time we see the truth in this ancient Norse 
myth, that “too much” is just as foolish as “too little?” 
We may well remember this first law of economics: 
In a free market, supply can adjust itself to demand-- 
whether it be potatoes or steel-- without sinking the 
ship. Here is a must job for all thinking Americans. 


The Youngstown Sheet and Tube Company 
General Offices -- Youngstown 1, Ohio 
Export Offices--500 Fifth Avenue, New York 


MANUFACTURERS OF CARBON ALLOY AND YOLOY STEELS 


RAILROAD TRACK SPIKES - CONDUIT - HOT AND COLD FINISHED CARBON AND ALLOY BARS - PIPE AND 


TUBULAR PRODUCTS - WIRE - ELECTROLYTIC TIN PLATE 


10 


- COKE TIN PLATE - RODS - SHEETS - PLATES. 
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 SELLIPTO-LITE” 
OODLIGHT. 








> LIGHTING FOR 
Plant 


Protection : 


READY NOW! Complete, Up-To-Date Bulletin 
to assist in making plants, areaways, loading 
docks, etc. SAFE FROM ILLEGAL ENTRY! 

Today, every foresighted plant executive is going into 
action on the subject of better ape protection against 
all intruders and trespassers. As pointed out by civic 
defense leaders in current newspaper articles, all plants, 
and especially those engaged in work vital to defense, 
should take immediate steps to prevent espionage 
and sabotage. 
One of the principal measures recommended is LIGHT- 
ING FOR PLANT PROTECTION. Experience has proved 
that one of industry's first defense lines against illegal 
entry is LiGHT. When industry wra 


its property in 
the shining armor of protective li 





s ; ~~ it erects a 
barrier through which few intruders dar 














“COLUMN-LITE” 


with “CLUSTER-ETTES' 


‘¢ 


e to pass 

¢ Moreover, protective lighting is of tremendous aid to 

guards and police as it creates a ‘‘no man’s land”’ which 

can be easily patrolled and in which any suspicious 
person is instantly detected. 


i+ 


Benjamin Distributors are ready to assist you in the 
planning of protective lighting systems. By consult 
ing them you draw on Benjamin's 50 years’ experience 
in the manufacture of lighting equipment 
The NEW BENJAMIN BULLETIN ON LIGHTING FOR PLANT 
PROTECTION brings you concise information to help 
you plan protective lighting for your plant areas. It 
contains complete data on Ssondamnie Lighting Units 
“. suitable for protective lighting and tells how and 
“‘ where to install them to fit the specific protective 
lighting problems, found in the lighting of fences, 
areaways, buildings, as well as such vulner- 
able spots as spaces along railroad tracks, 
, narrow alleys between buildings, yard en 
—_ trances, and streets that dead end at the 
property line. 
This informative Bulletin is yours without cost or ob- 
ligation. It may be obtained from your Benjamin Dis- 
tributor or by writing to: Benjamin Electric Mfg. Co., 
Dept Z-1, Des Plaines, Tlinois. 





ANGLE-TYPE ‘‘VAPOLET TYPE RD FLOODLIGHTING PROJECTOR 





“DUO-SERVICE FLOODLIGHT 


ELLIPTICAL ANGLE REFLECTOR 


RLM DOME REFLECTOR 








R-53018 
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*ALZO-LITE’’ LONG-RANGE FLOODLIGHT 











ENA 





B - o ; 
““ALZO-LITE’ WIDE-SPREAD FLOODLIGHT P 


Sold Exciusively Through Electrical Distributors 





You can’t buy 


Better Fittings 


or ones that 
cost less 
to use 


O 


Cross Section 
Showing 
indentations. 





Quicker to use and neater in appearance, Briegel All-Steel 
Indenter Fittings not only make stronger connections but also 
make each job more profitable to the contractor and satisfactory 
to his customers. 


Two Easy Squeezes and they’re-set to stay. It is only natural that 
the Briegel All-Steel Indenter Fittings are the most widely used 
E.M.T. connectors and couplings. Contractors the world over 
recognize their cost cutting qualities and the fact that they make 
each wiring job neater, stronger and better. 


All B-M Fittings Carry the 
Underwriters Seal of Approval 


METH DISTRIBUTED BY 
The M. B. Austin Co., Northbrook, Ill.; Clayton 
TO0L Mark & Co., Evanston, Ill.; Clifton Condwit Co., 
Jersey City, N. J.; General Electric Co., Bridge- 
port, Conn.; The Steelduct Co., Youngstown, Ohio; 
C0. Enameled Metals, Pittsburgh, Penn.; Kondu Mfg. 


Co., itd., Preston, Ont. 





GALVA, * ILLINOIS 
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PROTECTION 


APPLETON 


EXPLOSION-PROOF 
EQUIPMENT 


Here are conduit fittings and lighting fixtures 
designed to provide day-and-night protection against 
the arcs that touch off disastrous fires and 

explosions in chemical plants, oil refineries, hospital 
surgeries—wherever explosive or flammable 

vapors, dusts or gases are present. 







Engineered to completely confine the dangerous 
sparks that lurk in wiring systems, Appleton 
Explosion-Proof equipment is easy to install and ~ 
service. And among the hundreds of fittings and 
fixtures in the complete Appleton Line is an ie 
proof fitting exactly suited to your needs. 


Any wiring or lighting job—explosion-proof or | 
otherwise—is a better job when Appleton fittings aad 
fixtures are used. For the better electrical equip- 
ment that means better building, specify Appleton, 
supplier to American builders for nearly half a century, 


Sold Through Electrical Wholesalers 


APPLETON ELECTRIC COMPANY 


1754 WELLINGTON AVENUE * CHICAGO 13, ILLINOIS 


Branch Offices: NEW YORK, 50 Church St. © DETROIT, 3049 E. Grand Bivd. * CLEVELAND, 1836 
Euclid Avenve * SAN FRANCISCO, 655 Minna St. © ST. LOUIS, 227 Frisco Bidg. * LOS ANGELES, 
100 N. Sante Fe Ave. © ATLANTA, 724 Boulevard, N.E. © BIRMINGHAM, 429 Brown-Marx Bidg. 
MINNEAPOUS, 305 Fifth St, S. © PITTSBURGH, 414 Bessemer Bidg. ¢ BALTIMORE, 100 E. Pleasant St. 
BOSTON, 10 High Street « DENVER, 1921 Blake Street * PHILADELPHIA, 

1017 Cherry Street * CINCINNATI, 626 Broadway * HOUSTON, 

709 M. & M. Bidg. * HAVANA, Cuba, Malecon No. 9. 

Resident Representatives: Binghamton, Dallas, indianapolis, Kansas 

City, Orlando, Milwavkee, New Orleans, Seattle, Portiand, Ore. 


Export Representatives: 
international Standard Electric Corp., 67 Broad St., New York 4, N. Y. 


‘CONDUIT FITTINGS * LIGHTING EQUIPMENT + OUTLET AND SWITCH BOXES + EXPLOSION-PROOF FITTINGS «+ REELITES 


\Fi ~ 
NTS 


PLASTIC 
“LUMI-SIDES" 


Extruded plastic side 
panels provide low sur- 
face brightness, create 
modern streamlined 
oppecrance. 


“DOWN-LITE” 
REFLECTOR 


Exclusive parabolic re- 
flector increases down- 
ward component, boosts 
lighting etticiency. 


i 
| 


2-POSITION 
LOCK-LOUVER 


_ Louver drops on slotted 
hangers for quick re- 
‘lamping. Press slide to 
“remove louver com- 
' pletely. To replace, just 
“snap back into position. 


ap Say 


i 


5 LAMP TYPES 
3 LAMP LENGTHS 
Choice of conventional 
or Instant-Start, regulor 
- fluorescent; Krypton, 
Low Brightness. 48, 60, 
and 96 inch lengths. 


10 great 
models for every 
commercial need 


feature after feature 


fo make you 


dollar after dollar 


| MID-CENTUR 
LUMINAT 


Here’s the new, complete commercial lighting line with selling features 

unlimited! MITCHELL MID-CENTURY Offers the choice of 5 lamp types (conventional 
or instant-start, regular fluorescent, Krypton, Low Brightness)—louvered or 

open units—3 lengths to fit any commercial interior. Exclusive ‘‘Down-Lite” 
reflector provides more light per unit—translucent plastic sides create 

smooth, handsome surface lighting effect-—2-position lock louver makes 
relamping easy—quality construction assures long, trouble-free operating life. 


Every MID-CENTURY Luminaire is a new achievement in better lighting, 
simplified installation and maintenance, modern good looks—and a money 
maker for you. Build your sales to schools, stores, offices, institutions 

with this complete profit-packed commercial lighting line. 


Mitchell Manufacturing Company 
2525 N. CLYBOURN AVE. + CHICAGO 14, ILL. 
In Canada: Mitchell Mfg. Co., Ltd., 11-25 Davies Ave., Toronto 


MITCHELL Catalog No. 399 
gives you full details on the many 
new selling features offered by 
the MID-CENTURY Line. Write for 
this complete brochure now. 








CERTIFIED 


® BALLASTS 
4 a oe He buh to 
‘ outlast the, 

LIGHTING | FIXTURE 


For long, trouble-free, satisfactory fluorescent lighting —insist on CERTIFIED 
BALLASTS, the ballasts that usually outlast the lighting fixtures! 


CERTIFIED BALLASTS assure not only long, satisfactory ballast life, but rated 
light output and full lamp life, too. CERTIFIED BALLASTS are quiet in operation. 


They’re your best bet for peak performance and highest operating economies. 


CERTIFIED BALLASTS are made to exacting specifications, then tested and 
checked by Electrical Testing Laboratories, Inc. 


Insist on CERTIFIED BALLASTS — and be safe! 





@® Complete information on the types of 
CERTIFIED BALLASTS availabie from each 
participating manufacturer may be obtained 
from Electrical Testing Laboratories, Inc., East 
End Avenue at 79th Street, New York, N. Y. 





Participation in the CERTIFIED 
BALLAST program is open to any 
manufacturer who complies with 
the requirements of CERTIFIED 
CERTIFIED BALLAST MANUFACTURERS, 


Prighh 
“ERTIFIED BALLAST MANUFACTURERS 


Makers of Certified Ballasts for Fluorescent Lighting 























2116 KEITH BLDG., CLEVELAND 15, OHIO 
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Fe FLEET 


at YOUR Service 





SOUTHERN ELECTRICAL CORPORATION'S 
own trucks are constantly at YOUR 
SERVICE to assure delivery of your @ ACSR Conductors 


WHEN YOU NEED... 


orders to any point in the Southeastern © Copper Wire and Cables 
area WITHIN 48 HOURS, unless pre- 


vented by circumstances inherent in 





@ Galvanized Steel Strand 


® Weatherproof Wire-- 


the international situation, or other con- 
aluminum or copper 


ditions beyond our control. 


@ ACSR Accessories 
te 


Write, Telegraph or Telephone Your Order to Southern Electrical Corporation 
SOUTHERN QUALITY ie. ee ee SOUTHERN SERVICE 
MEETS EVERY TEST e EXCELS THE REST 

_—>_S 


Phone 7-3325 Cc P.O. Box 989 


— oF ca 
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KEARNEY AIRSEAL 


Kearney AIRSEAL is a pliable high-dielectric 
compound for use on all electrical connections, 
sealing out corrosion and oxidation in order to 
maintain electrical efficiency and eliminate over- 
heating at joints. It is a chemically inert material 
which when applied to connections forms a per- 
manent seal against the formation of high resistance 
contaminations. The second feature of AIRSEAL 
is its high dielectric strength (280 volts per mil, 
laboratory analysis) which makes it particularly 
valuable as both an anti-corrosion agent and as an 
insulator for connections where safety is an im- 
portant factor. 


ELIMINATION OF CORROSION 


Tests conducted by manufacturers, power com- 
panies and by the Copper Wire Engineering Asso- 


Kearney AIRSEAL applied over a connector maintains an 
efficient, high-conductivity connection by sealing out contam- 
inating atmosphere, preventing the formation of high-resistance 
oxidation and corrosion. 


Secure sealing of connectors is accomplished readily because of 
the pliability of AIRSEAL. Application is made by kneading 
the compound over the connector. 
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ciation have shown that connector life can be 
extended indefinitely if corrosion and oxidation are 
eliminated in the connection. These tests indicate 
that trouble could be expected on any connector 
with a joint resistance exceeding 100 microhms, 
particularly in view of the high short circuit capac- 
ities of present-day circuits. Elimination of corrosion 
means the elimination of line burn-downs due to 
high resistance connections. 


Kearney AIRSEAL prevents the encroachment 
between conductors of oxide and corrosion by form- 
ing an impervious seal over the connector and 
conductors at the joint. It does not deteriorate or 
harden with age and can be easily removed and re- 
placed over and over with no decrease in its original 
sealing efficiency. 


HIGH INSULATING QUALITY 


Tnsulation of live parts for safety to the lineman 
and for the prevention of bird and animal trouble | 
is readily accomplished with Kearney AIRSEAL. * 
Its plasticity allows it to be shaped in any fashion” 
to cover completely a terminal or connection. The 
advantage over a taped covering in this respect is” 
augmented by the fact that AIRSEAL does not 
deteriorate, whereas tape hardens and has no ability” 
to prevent corrosion formation. 


Transformer terminals, oil circuit recloser termi- 
nals and the like are permanently protected against 
bird and animal trouble. Where safety to personnel 
must be provided, Kearney AIRSEAL provides an 
insulation strength of approximately 35,000 volts 
for an application 1/8th of an inch in thickness 
(based on the working factor of dielectric strength 
of 280 volts per mil, actual laboratory breakdown 
tests at 380 volts per mil). Transformer secondaries 
and all live parts, in substations or on the lines, are 
protected against danger to the workman through 
accidental contact. continues on following page 





GROUND CONNECTIONS 


Ground rod connections are highly important, 
yet they are nearly always neglected. Many ground 
connections are inadequate to begin with, but even 
a firmly installed connection, when placed under- 
ground, is subject to extreme corrosive actions that 
may eventually cause a poor contact. Kearney 
AIRSEAL is unaffected by the corrosive agents in 
the earth and when used on ground connections 
provides a permanently clean connection. 


PHYSICAL PROPERTIES: 


1. PLIABILITY: Kearney AIRSEAL is easily 
formed and readily salvaged for re-use. It will 
not stick to hands or gloves and can be applied 
in one-half the time necessary for taping. 
AIRSEAL will not harden at temperatures 
down to minus 50°F., nor will it flow at tem- 
peratures up to 250°F. 


. DIELECTRIC STRENGTH: 280 volts per 
mil (working strength.) 

. INFLAMMABILITY: AIRSEAL will burn; 
however, it is not to be classified as an “‘in- 
flammable material,”’ since a direct flame must 
be applied to it to cause combustion. It burns 
with a slow flame similar to that of electrical 
tape. 

. CHEMICAL ACTIVITY: AIRSEAL is chem- 
ically inert, unaffected by either contaminated 
atmosphere or by ground agents. It does not 
permit penetration of these agents, sealing out 
oxide and corrosion from metallic parts en- 
cased in the sealant. 


+ and animal trou- 

on primary termi- 
ls of transformers 
d oil circuit reclosers 
eliminated by seal- 
g terminals with 
IRSEAL. 


Injuries due to accidental 
contact with transformer 


secondary terminals and > 


other exposed terminals 
can be prevented by an ap- 
plication of AIRSEAL. 


AIRSEAL is packed in 
boxes of 20 handy-size 
(4” x 214") pads, %-inch 
€ thick. One pad will com- 
pletely cover and seal a 
No. 4 copper connector. 


Ground 
connections 
are kept 
corrosion- 


free by 
AIRSEAL. 


Applying AIRSEAL to 
ground connections elimi- 
nates the danger of a high- 
resistance ground resulting 
from corrosion. AIRSEAL 
will not age or deteriorate, even 
when installed underground. 


APPLICATION 


To derive the maximum benefit from the cor- 
rosion-preventive property of Kearney AIRSEAL, 
conductors should be initially free from contami- 
nations. In this respect the same precautions taken 
to insure a proper contact in any connection should 
be observed. The normal copper oxide film present 
on new conductors has been found to have little or 
no effect on joint resistance if the connector is 
tena tightened. However, where conductors 

ave been in service and exposure has resulted in 
encrustations of dirt and oxidation compounds, a 
wire brush should be used to remove these insulating 
contaminations. 


The AIRSEAL is applied by kneading it over 
the terminal or connector, maintaining a minimum 
thickness of 1/8th of an inch. 


Write for Free Sample and Prices 


Bulky terminal 
adapters and 
other irregular 
contours are 
easily covered 
with 
AIRSEAL. 

To remove, it is 
necessary only 
to peel off the 
protective seal. 
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FASTER DELIVERY 
@ 





In times like these, when plant facilities must be expanded 
or modernized, Standardized @ FUSE TYPE FEEDER 
PANELBOARDS, are particularly ideal. 


Recently re-designed, inside and out, to minimum space 
requirements ... without sacrificing such popular features 
as generous wiring space and ease of installation .. . these 
improved, compact feeder panelboards are built of stand- 
ardized units and assembled, as required for specific appli- 
cation, thus facilitating deliveries. 


Four standardized widths, ten standardized heights and 
three standardized depths of boxes meet any requirement. 
Boxes are shipped from stock ... with removable ends to 
permit drilling of conduit openings on the job. Too, panels 
are readily installed after boxes are in position. 


Two dependable @ Switches ... the @ PULFUZSWITCH 
and the @ KLAMPSWITCHFUZ. . . make these feeder dis- 
tribution panelboards the finest in safety and efficiency. 
Both types combine switch and fuse in one unit so that cur- 
rent is OFF when the door is opened, or the fuse carrier 
removed. This makes replacement of fuses safe... quick 


-.. simple. 
@ PULFUZSWITCH capacities: 30, 60 and 100 amps, 


250 volts AC or DC, 30; and 60 amps, 600 volts AC For operating switch requirements, @® Shutlbrak Type A, 
te 2, Sent toate, Quick Make and Quick Break Interlocking Switches are 
@ KLAMPSWITCHFUZ capacities: 30 to 600 amps, 250 


volts AC or DC; and 30 to 200 amps, 600 volts, AC in available in the same standardized construction. 
2, 3 and 4 pole types, single or double throw. 


@ SHUTLBRAK capacities: 30 to 600 amps, 250 volts For more information about the standardized ® Fuse-type 
AC or DC; and 600 volts AC in 2, 3 and 4 pole types. Feeder Panelboards, talk it over with your ® representa- 
tive (he's listed in Sweet's). 


Srank eCdam Electric Co. 


Our 60h Year... ST. LOUIS 13, MISSOURI 


Makers af BUSDUCT « PANELBOARDS + SWITCHBOARDS « SERVICE 
EQUIPMENT + SAFETY SWITCHES * LOAD CENTERS + QUIKHETER 
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WILL. THE BRIDGE HOLD? 





HE YEAR-END, traditionally, is a time for stock- 
2 ih bing And, after checking the inventory 
records and the profit-and-loss statements, most 
business men devote some time after the first of 
the year to making plans for the months ahead. 
That’s going to be an extremely difficult prob- 
lem, this January. Never in the experience of the 
present generation of business men has the future 
been so clouded with grave uncértainties; not even 
in January just nine years ago, the month immedi- 
ately following Pearl Harbor. There’s little to be 
gained by reading the year-end dissertationg of 
business forecasters and eco- 
nomic soothsayers. All our 


is not always feasible; nor will that take care of the 
manpower shortage as more men are drawn into 
military service. 

Much of the present confusion is due to uncer- 
tainties as to the military program; for as 1950 
draws to a close it seems that Washington itself 
has not yet determined what that program should 
be. But irrespective of the speed of rearmament, 
it is not likely that we need fear serious shortages 
of most civilian products during the early part of 
1951, as several months will be required for the 
military program to crystallize into definite pro- 

duction schedules. 





thinking and planning must be 
colored by the international’ 
situation and military develop- 
ments—which might be changed 
drastically before this page ap-~ ~ 
pears in print. 

The only thing which seems 
certain, as one attempts to gaze 
into the crystal ball of 1951, is 
that we’re headed back into a 
war economy. There must be 
greatly increased production of 
guns and tanks and planes and 
ammunition; and that means de- 
creased production of automobiles and electrical 
appliances and building materials and hardware. 
It seems possible that merely by increasing the 
work week in industry from 40 to 48 hours, we 
might be able to take care of the 1951 military 
program while still maintaining our civilian econ- 
omy at somewhere near its present level, But since 
that is not politically feasible, we must expect some 
curtailment in supplies of civilian goods during the 
year ahead. 

In large part, production difficulties in durable 
goods industries will be due to shortages of certain 
critical materials, such as tin, zinc, copper, nickel 
and aluminum. These shortages result primarily 
from government stockpiling. For instance, at the 
year-end the government’s stockpile of zinc had 
been built up to around a half-million tons; while 
for lack of zinc, steel] producers were being forced 
to curtail their output of galvanized products. 

Our economic planners in- Washington are ex- 
pected to urge the substitution of other materials 
for those in short supply, in the hope that we may 
have both the rearmament program and ccntinued 
large production of civilian goods. But substitution 


Y 





PRED, 


With respect to steel, for in- 
stance, present estimates are 
that the military program will 

. not require, for the first half of 
the year, more than 10% of our 
total production. Yet, it will en- 
tail serious shortages of some 
classes of stee] products, such 
as sheets. 

As the new year starts, we 
are moving rapidly toward a 
regimented economy—price and 
wage controls, directives, allo- 
cations, limitation orders, in- 
ventory controls, NPA, OPA, 

amendments, interpretations, explanations—and 

endless confusion as thousands of new federal em- 
ployees take over the complex problem of develop- 
ing and enforcing these controls. 

Government may try to impose more and:stricter 
controls over business than are really necessary; 
that may be expected, since there is tremendous 
political pressure for more and more government 
regulations. 

It will be our patriotic duty to abide by these 
regulations and do everything we can to help a 
shrinking civilian economy back up an expanding 
military machine. But we also have the obligation 
to help maintain our American system of free, 
competitive business enterprise. We must do what 
we can to keep it free from unnecessary controls. 
We should remember that a free America is a 
strong America; that our ability to challenge com- 
munism is due to the fact that we have not been a 
regimented people. 

As we gaze into the clouded crystal ball, one 
grave uncertainty is whether our free enterprise 
system will again stand up under the strain of a 
great military program. 


S. m/L1TA 
Ry 
ARATIONS 
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“In the design -of modern houses, we 
find that a concealed heating system 
such as Ceil Heat, electric radiant 
ceiling cable, affords us the oppor- 
tunity of unlimifed design freedom, 
resulting in greater utility, comfort 
and beauty in space arrangements.” 


Bianculli, Palm & Purnell, Chattanooga 
Architects for the Mode! House. 


Now everyone can enjoy better living through Ceil 
Heat, the revolutionary electrical ceiling cables that pro- 
vide invisible radiant heat—like the healthful rays of the sun. 
Yes, Ceil Heat, the new standard for cleaner, more com- 
fortable heat—is economical for homes in all price ranges! 


2500 HAPPY USERS -—in Tennessee and. adjoining 
states—homes of varying sizes—all say they “wouldn’t 
swap Ceil Heat for any other comfort in the home!” 
Compared to conventional heating systems, the combined 
installation and operation of Ceil Heat actually costs 
less in the low-power-rate areas—costs erry little more 
There’s no wasted 
heat—each room is individually controlled. Ceil Heat is 
the fastest, cheapest and simplest way you can build a 


in most of the high-power-rate areas ! 


modern heating plant into a house. 


NEW FREEDOM OF DESIGN -Ceil Heat makes it 
easier for architects to design more beautiful, more effi- 
cient homes by utilizing space formerly needed for regis- 


ters, radiators, pipes, furnace, fuel storage, and cellar. 


CEILCHEAT 


ELECTRIC RADIANT CEILING CABLES 
“INVISIBLE RAYS THAT HEAT LIKE THE SUN” 
Cabie, thermostats, staples and all materials for above installations fur- ee ee 


nished by following distributors: —Harris-Patrick Electric Supply Co., 
\— Nashville, Tennessee; Roden Electrical Supply Co., 


NEW invisible CEIL HEAT 
Selected for Model House J 


- 


OF CHATTANOOGA ASSOCIATION 
Y OF HOME BUILDERS 


EASY TO ESTIMATE * EASY TO INSTALL- 


Just staple the cable to ceiling base and cover with plaster 
or wall board. Quickly installed by a local electrical con- 
tractor. Easy-to-follow instruction manuals furnished— 
contain simple tables for all climatic conditions to calcu- 
late heat losses and cable required. Ceil Heat is truly easy 
to specify, easy to estimate and easy to install! 


TROUBLE-FREE —Ceil Heat is waterproof and non- 
corrosive—won't blister paint or paper, or crack plaster. 
Nothing to get out of order—no repairs needed if installed 
according to simple directions. Five-year guarantee on 
cable. Acceptable for FHA mortgage financing. 


CEIL HEAT IS THE STANDARD -~ in radiant ceiling 
heat ... perfected solely by Ceil Heat Division of Homes, 
Inc. Sold only through electrical 
distributors to approved licensed 
electrical installers. Write today for 
literature, fully illustrated, also 
showing other uses for Ceil Heat. 


CLIP AND MAIL TODAY! 


Prete 


CEIL HEAT Division, Homes, Inc., Dept. 
P. O. Box 1167, Knoxville, Tennessee. 





Please send me—without obligation 
—complete literature on Ceil Heat 


Knoxville, FIRM___ 


= Tennessee; Hajoca Corp., Chattanooga, Tennessee; Southern Whole- 


salers, Inc., Dalton, Georgia; Frazier Machinery and Supply Co., Decatur 
Alabama ; Southern Supply Co., Jackson, Tennessee ; Kingsport Electric Co. 
Kingsport, Tennessee. Limited FRANCHISE areas available. Write todoy. 
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IS SEPARATION 


OF CONTRACTS 
THE ANSWER ? 


The customer will insist on quality products if dealt with directly. 


@ Osvious.y, we electrical con- 
tractors have allowed ourselves 
to be pushed into an uncompro- 
Mising position. In actuality, it is 
Seldom that we are permitted to 
function as contractors — more 
often we are reduced to accepting 
@ secondary position, facetiously 
dubbed sub-contractors at the 
mercy, whim, and caprice of the 
“prime.” 

If we resign ourselves to the 
fact that we are facing a formid- 
able wall, we can make an about- 
face. But if the wall is only one 
of papier mache, and I think it is, 
let’s break through en masse. 
That’s better than retracing our 
steps. 

When one suggests a break 
from tradition, there are always 
the few who want to castigate the 
rebel. Castigate him before he 
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has given voice to his argument. 
That, too, is traditional. Just the 
mere thought of departing from 
a tradition is quite enough for 
timid souls. ; 

Under the present setup, the 
electrical contractor is, often, no- 
thing more than a pawn in the 
adroit hands of the expediter, 
hereafter referred to as “the 
prime.” Why should the prime 
be in a position to control the 
electrical contractor’s operation? 
Is it taken for granted that the 
electrical contractor is incapable 
and too incompetent to manage 
his own business? 

Let’s agree that many are. 

But, how about the others? 
Here I am referring to those who 
maintain a staff of graduate men 
with subordinates to augment 
their academic training. Should 


such firms be tossed into the same 
category as the others? 

Behind many a sign reading 
“Electrical Contractors,” it is 
common knowledge that there is 
no one connected with the firm 
who possesses any electrical 
knowledge. In many instances 
the firm is made up of nothing 
more than wire twisters without 
any fundamentals of the trade 
they profess, and are as equally 
deficient in business procedures. 

Is it any surprise, then, to find 
down-to-earth-bids, those arrived 
at by painstaking take-offs totaled 
with an accurate estimate of labor 
costs, to be as much as a thousand 
dollars over the low bid on a rel- 
atively small project? 

It is nd mystery as to how the 
low bid was arrived at. All at 
once it is crystal clear that the 
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After learning the low bid, what contractor hasn't looked 
again at the specifications and scratched his head in utter 


dismay? 


by Frank F. Wingo 


Co-owner, Wilkerson and Wingo, 


low bid is an open admittance of 
just how badly the low bidder 
needs a job at the moment. The 
low bid denotes an equally low 
figure in the bank balance. 

Time consumed in taking take- 
offs and estimating, then, is time 
misspent. 

Under the present conditions, 
what’s to forestall the prime from 
using the low bid to attempt to 
chisel the reputable contractor 
down to the low bidder’s size? 
The answer is, “Absolutely noth- 
ing.” 

If the reputable contractor 
once, in a moment of weakness, 
lowers his bid to meet cutthroat 
prices, he’s through. What’s to 
prevent the prime from beating 
his next bid down? 

However, taking jobs that tax 
the electrical contractor’s ingenu- 


Muskogee, Oklahoma 


ity to perform a feat that yields no 
loss and no profit has become a 
national pastime. 

Yet, with all this devious mani- 
pulation, the builder—the one 
who pays the freight—still pays 
an exorbitant price for his electri- 
cal work. 

Why? 

Eventually, too much work 
executed through a prime has to 
be torn out and redone. The job 
was completed according to speci- 
fications, and that satisfied the 
prime who is now in the unique 
position to re-do the job, as it 
should have been done in the first 
place, and collect an extra fee. 

The payee, staggered with the 
total figures, cautions his friends 
and business associates against 
emulating his mistake. Remodel- 
ing and building, he advocates, 
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had better wait until prices level | 
off. He doesn’t know that he has 
paid for mistakes made along the 7 
line. 

We have just completed a job 
for a local florist. It was a com- 
plete remodeling undertakiny. 
The florist had a vague idea of 
what he wanted—and what he 
didn’t want. He brought his prob- 
lem direct to us, and together we 
worked out his problem. As the 
work progressed, because of the 
costs involved, it was decided to 
make some changes. Because we 
were working with the man who 
was going to pay the bill, we were 
able to suggest changes before 
reaching the stage of tearing out, 
and still give the customer what 
he wanted. 

On the whole, we saved the 
customer as much as $300 com- 
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@ A PROMOTIONALLY inclined 
contractor in Chamblee, Ga., is 
doing his part in combating the 
evil of below-cost bidding. Al- 
though he is a relatively new ar- 
rival to contracting, his practice 
of promotional bidding has gain- 
ed more than just a foothold for 
him in the contracting business. 

Young Marion McCoy has got 
both feet planted solidly in the 
middle of residential wiring com- 
petition in his area. At 28, Mc- 
Coy is a veteran of five years in 
the Army Signal Corps, half of 
which time was spent in the 
Southwest Pacific. He studied 
electrical engineering at Georgia 
Tech before he opened his own 
business. 

In a presentation on below-cost 
bidding given at an annual con- 
vention of NECA recently, it was 
said, in part, that, “The contrac- 
tor depending on competitive bid- 
ding . . . to keep his business alive 
is a stop-and-go operator who 
takes too long a chance when he 
bids a job .. . and the result has 
been a veritable wave. of below- 
cost bidding which is destructive 
to the industry.” Marion McCoy 
never engages in below-cost bid- 
ding and is more aloof than most 
to the competitive scramble—but 
he gets one out of every three jobs 
he goes after, and takes a busi- 
ness-like profit on it! 


Two Bids on Every Job 


The keystone of McCoy’s con- 
tracting philosophy is functional 
wiring. He defines functional 
wiring as “that practice which in- 
sures minimum load loss, maxi- 
mum life of motor-driven units, 
and maximum operating efficien- 
cy of all units.” 

The North Georgia contractor 


TOR — Maintaining a stock like Wilkerson-Wingo has its advantages, but it 
won't allow them to compete with some of the bids put in against them — and 
by eurb-stoners with no assets other than a hip pocket bulging with tools. 
BOTTOM — Frank F. Wingo, left, author of this article, believes in dealing 
direct with the customer and explaining charges and quality of products that 
go into his jobs. 


is a methodical promoter of func- 
tional wiring over minimum safe 
wiring. First, he sits down with 
the prospective customer and 


pared to what our bid would have 
been, had we worked through a 
prime—and the customer is hap- 
py! Our working direct with the 
customer was flexible to the ex- 
tent that we could make changes, 
and not rigidly adhere to specifi- 
cations. 
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At the present time, there is 
every indication there will be a 
bill introduced in the Oklahoma 
legislature whereby it will be 
mandatory for the electrical con- 
tractor to function on his own, 
and not through any prime. 

(Continued on page 55) 


talks over the present and future 
electrical needs of the home. He 
takes a blueprint of the house 
back to his shop and studies it 
carefully to determine how the 
circuits will run. 

He then submits two bids to 
the customer, a competitive bid 
and a “functional” bid—and then 
gets behind the functional bid 
with every volt in his selling voca- 
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THIS CONTRACTOR EXPLAINS THE COMMON SENSE SELLING 
POINTS OF ADEQUATE WIRING TO HIS PROSPECTIVE CUSTOMERS 


bulary. Functional wiring pro- 
vides understandable, common 
sense selling points, and McCoy 
frequently gets jobs for which his 
functional wiring bid was the 
highest. 

Contractor McCoy uses con- 
crete examples in talking func- 
tional wiring to builders and home 
owners. “In accordance with the 
National Electrical Code,” he us- 
ually begins, “the maximum al- 
lowable voltage drop for motor- 
driven devices is 5 per cent. Now, 
a refrigerator uses around 700 
watts under normal operation, but 
during the starting period cur- 
rents may be 300 per cent of nor- 
mal. If other kitchen outlets are 
on the refrigerator circuits and 
are in use—for such appliances as 
a toaster or an electric iron—the 
voltage drop in the circuit will 
exceed 5 per cent and the refrig- 
erator will labor during its start- 
ing period. This condition runs 
up the power bill, reduces effi- 
ciency of all units in the over- 
loaded circuit, and shortens the 
life of the refrigerator motor.” 

To the builder who is reluctant 
to invest in the larger wire neces- 
sary for functional wiring, Mc- 
Coy puts over his point using an- 
other example to show how the 
use of minimum Code-size wire is 
often inadequate for lighting, or 
general purpose, circuits. 

“In the living room of your 


| ADEQUATE WIRING 


He calls it 
Functional Wiring 


by Sam Carson 


home,” he expiains, “you may 
want a television set in addition 
to a multi-light floor lamp. The 
lamp generally draws 500-600 
watts and the television set 400- 
500 watts. So, with other lighting 
in the general area, the 15-ampere 
circuit can easily be loaded up 
to its maximum of 1,750 watts. 

“In order to carry this rated 
load, the Code size of No. 14 wire 

ild be only 30 feet long—in 
order to stay within the maximum 
allowable drop of 2 per cent in 
branch circuits and 2 per cent in 
feeders and service wires. 

“But what if the run must be 
more than 30 feet? If, for in- 
stance, the run must be 125 feet 
long, then for best functional op- 
eration the wire would have to be 
No. 10, instead of No. 14, which 
is at present permitted by inspec- 
tion authorities.” 

By applying engineering tech- 
niques to residential wiring, Mc- 
Coy is saving power costs for 
many a satisfied customer. His 
pencil-and-paper demonstration of 
annual load loss is another selling 
method he has found effective. 
From his contractor’s handbook 
he determined that a 15-ampere 
circuit carrying a full load 1,000 
hours per year @ 2 cents per 
kwh, and using 100 feet of No. 14 
wire, will show an annual load 
loss of $2.40. 

But by putting the same circuit 
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in with No. 10, McCoy explains, 
the annual load loss will only be 
90 cents—a saving of $1.50 per 
year. With, say, four circuits in 
the house, the total annual saving 
is $6. If the additional cost of wire 
for functional wiring were $50, 
then the additional copper would 
pay for itself in 8 1/3 years. 

After this period the functional 
wiring pays the owner dividends 
—not to mention the increased ef- 
ficiency of lighting, heating, and 
motor-driven units from the time 
of wire installation, and the long- 
er life of home equipment. 

In preparing a cost estimate, 
McCoy works strictly from the 
blueprint. He adds in every foot 
of wire and conduit that the print 
indicates, including all vertical 
runs. The vertical runs, which 
he uses often to reduce time in 
boring wall studs, can add up 
to a lot of wire. 

In preparing his functional wir- 
ing estimate, he figures in every 
cost factor the job involves. Every 
job must carry its share of the 
overhead, and he always remem- 
bers to tack on a reasonable profit. 
And McCoy never loses sight of 
the additional costs that function- 
al wiring runs up. The contractor 
is careful to include the follow- 
ing in his “functional” estimate: 

(1) His time spent in deter- 
mining the functional needs of the 
job. (Turn to page 55) 
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| YEAR-END REVIEW 


Electric Industry Trends 


by Louis V. Sutton 


President, Carolina Power & Light Company 


and 
President, Edison Electric Institute 





$@ TAKING THE SHIFT to a partial- 
iy mobilized economy in stride, 
the nation’s electric light and 
ower industry in 1950 demon- 
strated its ability to provide elec- 
tricity for both defense and civi- 
lian needs, and at the same time 
registered impressive gains in 
electric generating capacity, pow- 
er production, sales, and custom- 
ers. 

A major gain recorded in 1950 
was the installation of 6.7 million 
kilowatts of new generating capa- 
city. The electric companies’ ex- 
pansion program, begun at the 
close of World War II, continued 
in high gear; and the companies 
stepped up the tempo of capacity 
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additions as well as placing large 
orders for equipment deliveries to 
Maintain the existing high rate of 
generating capacity installation 
over three or four years ahead. 

Power generation moved sharp- 
ly up during the year, reaching a 
new high for the electric industry 
of 328 billion kilowatthours, near- 
ly 12 per cent greater than the 
previous record output of 1949. 
The addition of 58 billion kilo- 
watthours generated by industrial 
and railway plants for their own 
use brought electricity production 
by all sources in the U. S. to a 
total of 386 billion kilowatthours 
for 1950. 


Industry Ready for Emergency 


The progress made in 1950 in- 
dicates the strength of the elec- 
tric industry and gives firm back- 
ing to the conviction that in a 
national emergency the industry 
can match its record of service to 
the country in World War II, 
when there was plenty of power 
for every need, whether military 
or civilian. The industry’s kilo- 
watthour generation in 1950 was 
twice that of 1941; kilowatts of re- 
serve generating capability were 
about equal to the reserves at the 
time of Pearl Harbor; and im- 
portant improvements have been 
made during and since World War 
II in operating efficiency, power 
pooling, and interconnection of 
electric systems. 


The business-managed electric 
companies, with 85 per cent of all 
electricity sales, have by far the 
greatest responsibility for electri- 
city supply. Since the end of 
World War II, the companies haye 
been engaged in a $15 billion ex- 
pansion program, unequaled in 
the history of any industry, which 
is expected to add more than 31 
million kilowatts of generating 
capability by the end of 1953. This 
expansion is now half completed, 
and the successful attainment of 
the projected 1953 goal is contin- 
gent on there being no interfer- 
ence with manufacturers’ sched- 
ules. 

Such interference could have 
serious effect on the power supply 
situation. Alteration of these 
schedules could not increase the 
amount of electric generating cap- 
ability to be installed in the next 
two years. It would upset power 
supply plans carefully made by 
the utility systems to suit the 
needs of their areas. 

Also it must be emphasized that 
if equipment intended for the na- 
tion’s electric systems should be 
diverted to other purposes, our 
predictions and expectations 
would, of course, be without the 
foundation which careful plan- 
ning, ordering, and scheduling 
have provided. 

Assuming that construction is 
allowed to proceed as planned, 
the electric companies will have 
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in 1950 


over 75 million kilowatts of gen- 
erating capability at the end of 
1953, more than twice the figure 
at the beginning of 1941. For the 
industry as a whole, the 1953 total 
will be 93% million kilowatts. 

Under the projected expansion, 
reserve margins of generating 
capability are expected to show 
successive increases, reaching 
14% per cent of the year’s peak 
in 1951; 18 per cent in 1952; and 
20 per cent in 1953. The calcula- 
tions of load growth on which 
these reserve margins are based 
do not include large individual 
defense production plans on which 
no definite information is avail- 
able at this time. As such large 
individual requirements appear, 
there will probably be some draw- 
ing upon these reserves and, in 
addition, special provisions for in- 
stallation of power facilities will 
be necessary. 

It is of course important that 
the locations of any such heavy 
defense loads be established with 
due regard to available power re- 
serves. 


2,000,000 New Customers 


How well the electric industry 
is serving the people of the na- 
tion is indicated in the gains in 
number of customers and in pow- 
er use. Some two million new 
customers came on electric lines 
in 1950, bringing the total to 45 
million, and marking the fifth 


straight year in which more than 
2 million customers have been 
added, the highest “new custom- 
er” rate in industry history. In 
the homes of America, about 98 
per cent of which have service 
available, electricity use register- 
ed its largest annual increase; 
and average price of electricity to 
the residential consumer declined 
to a new low of 2.89 cents per 
kilowatthour. 


Sales At All-Time High 


In attaining a new peak of 280 
billion kilowatthours in 1950, 
sales of the eléctric industry in- 
creased 12.6 per cent over the pre- 
vious record set in 1949. Resi- 
dential sales were 67 billion kilo- 
watthours, 15 per cent over 1949; 
and commercial sales totaled 51 
billion kilowatthours, for a 10 per 
cent gain. 

Sales to large power users com- 
posing the industrial classification 
comprised 50 per cent of all sales, 
and showed the greatest gain, 18 
billion kilowatthours, or 15 per 
cent over 1949. 


Home Use Scores Record Rise 


Residential consumers in the 
United States, who constitute 
over 80 per cent of the electric in- 
dustry’s customer total, increased 
their individual annual average 
use of electricity by 145 kilowatt- 
hours in 1950, the highest yearly 
gain yet recorded. Average con- 
sumption by the home customer 
in 1950 was 1,825 kilowatthours, 
nearly 50 per cent greater than 


his average use in 1945, only five 
years earlier. 

During this period, the cost of 
living index jumped over 47 
points, but the residential electri- 
city index showed a decline of 
more than 2 points. In 1945, the 
cost of living index stood at 128.4, 
while the residential electricity 
index was 93.1. The 1950 aver- 
age for the cost of living was 
176.0; for residential electricity, 
the average was 90.5. Average 
revenue for residential electricity 
declined 15 per cent from 1945’s 
3.41 cents per kilowatthour to 2.89 
cents in 1950. 


Impressive Gain in Farm Use 


With about 93 per cent of the 
farms in the United States now 
either taking electric service or 
having it readily available near- 
by, and with the task of extending 
rural distribution lines approach- 
ing practical completion, continu- 
ing efforts to develop the most ef- 
fective applications of electricity 
to agriculture have acquired pri- 
mary emphasis. 

Indicative of the progress which 
has been made in this important 
field is the growth in electricity 
consumption by the farm custom- | 
er, which, in 1950, reached an an- 
nual average of 2,350 kilowatt- J 
hours on those farms where irri- | 
gation is not a factor. This total 7 
includes one of the largest year- 
to-year gains made in farm use 
of electricity and is approximately | 
50 per cent greater than the aver- 

(Continued on page 54) 


Residential Service Trends — 1940 to 1950 


Kilowatt-Hours 
per Customer 


1950 


Average Price 
per Kilowatt-Hour 


Cost of Living 
Index 


3.84 cents 100.2 
3.73 105.2 
3.67 116.5 
3.60 123.6 
3.51 125.5 
3.41 128.4 
3.22 139.2 
3.09 159.2 
3.01 171.2 
2.95 169.1 
2.89 176.0 


Sources: U.S. Bureau of Labor Consumers’ Price Index and EEI Statistical Bulletins. 
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LIGHTING | 


@ PROPER SELECTION of light 
sources for industrial plants is 
somewhat more complicated than 
the selection of light sources for 


e other types of occupancies be- 
cause there are three types of 
li hit VOUrees sources available instead of two: 
the mercury vapor lamp, the in- 
candescent lamp, and the fluore- 

scent lamp. 
The intensity of illumination to 
Or be maintained is an important fac- 
tor in the selection of industrial 
light sources. Using intensity as 
| a starting point, we have prepar- 
& ed the accompanying chart illu- 
: strating six typical systems. Most 
Il ls la an \ industrial lighting problems can 
be solved satisfactorily with one 
of these systems. The advantages 
and limitations of each type of 
system and the factors that must 
be given special consideration are 
discussed in the following para- 

by H. M. Horton graphs. 


General Electric Lamp Dept. Sistem Ne ¥ 
Atlanta, Georgia ; 

Where illumination levels with- 
in the 30 foot-candle range are 
desired, they can be provided at 
minimum initial cost with fila- 
ment lamps in conventional re- 
Advantages and limitations of six typical systems flectors. These are also advanta- 
geous from maintenance stand- 
point. 

In high-bay areas where equip- 
ment is subject to rapid accumu- 
lation of dust and oily conden- 
sates, as in foundries, etc., R-40 
lamps mounted in clusters are 
particularly good, due to their 
built-in reflecting surfaces. 


Ape RODD OSEREO RK 


ees 


that can solve most industrial lighting problems 


Ae AG ELON SPH 


System No, 2 


In low-bay areas where the 
lighting is conveniently accessible 
for easy maintenance, the 96-inch, 
T-12 slimline lamps would proba- 
bly be more satisfactory and eco- 
nomical, on the basis of efficiency 

i ¢: 
fe) thee “Attia, 
« fee by . a 


ueaseey ‘hana ne 
——s . RAS hs 
Ohi $994 


=” This spinning room has an engi- 
neered lighting system utilizing 
two-lamp, 40-watt fluorescent units 
mounted from the ceiling beams. 
Walls and ceiling are painted white 
to hold brightness ratios to a-mini- 
mum. Illumination of about 25 
foot-candles in-service gives clear 
visibility of yarn and lower parts 
of machines. 
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in over-all lumens per watt for 
the installation. However, for a 
slight sacrifice in efficiency, the 
5-foot, 85-watt, T-17 fluorescent 
lamp could be used at a net gain 
of about 40 per cent less lamps 
and luminaire reflecting surfaces 
to be maintained. The brightness 
at low mounting heights could be 
objectionable unless the 85-watt 
lamps were well shielded. 
Satisfactory and efficient light- 
ing may also be obtained with the 
conventional 40-watt, preheat “F” 
lamp, but the total number of 
lamps to be maintained would be 
approximately twice as _ great. 
However, at mounting heights of 
less than 14 feet, maintenance 
presents no particularly difficult 
probiem, except for the total num- 
ber of lamps to be handled. 
(Note: The kilowatt-hour rates 
for industrial plants are usually 
quoted at 1 cent or less. Conse- 
quently, with such low rates and 
illumination within the 30 foot- 
candle range, incandescent lamps 
of System No. 1 would probably 
be the most economical from the 
standpoint of “yearly owning 
cost.”” However, fluorescent lamps 
of System No. 2 would be the bet- 
ter choice, regardless of cost, 
where a highly diffused, shadow- 
less light, providing excellent illu- 
mination on both vertical and 
horizontal surfaces is required.) 


System No. 3 


For foot-candle levels of 50 and 
up, the only practical sources to 
be considered are the highly effi- 
cient, and cool fluorescent, or 
mercury lamp sources. 

Where the mounting height of 
fixtures is comparatively low, one 
recommended lamp choice in the 
50 foot-candle classification is the 
use of continuous rows of two- 
lamp 40-watt fluorescent or two- 
lamp 96-inch, T-12 slimline lamp 
fixtures, spaced from 8 to 12 feet 
apart. 85 watt “F” lamps at low 
mounting and 50 foot - candle 
levels would not be too practical 
in most cases, as rows would ne- 
cessarily be spaced further apart, 
producing uniform illumination, 
and the higher brightness of lamp 
could be annoying. 

For higher mounting heights, 
85-watt lamps or slimlines are 
recommended. Fewer lamps and 
less maintenance will be needed. 


The specific choice, in either 
case, is governed by the econo- 
mics similar to that outlined for 
System No. 1 and No. 2. 


System No, 4 


If the mounting height is much 
greater than 14 feet, maintenance 
becomes more of a consideration. 
For 50 foot-candle levels, either 
two-lamp, 85-watt “F” lamps or 
96-inch slimline continuous rows 
spaced 10 to 15 feet apart are sug- 
gested. 

Advantages over the 40-watt 
“F” system are (1) lamps are 
longer; therefore, fewer lamps per 
row are required; (2) for the 


same light output, fewer lamps 
and ballasts need to be maintain- 
ed; hence a corresponding drop in 


An Exemple of 


SYSTEM NO. 1 


30 FT-C WITH FILAMENT 
EXAMPLE. CLUSTERS OF R.4 


An Example of 


SYSTEM NO. 2 


30 FT.C WITH 85.WATT. 40.WATT 
OR SLIMLINE LAMPS 


An Example of 


SYSTEM NO. 3 


50 FT.C WITH 40.WATT 
FLUORESCENT LAMPS 
OR SLIMLINES 


An Example of 


SYSTEM NO. 4 


50 FI-C WITH 85-WATT 
FLUORESCENT LAMPS 
OR SLIMLINES 


An Example of 


SYSTEM NO. 5 
SYSTEM NO. 5 
50 FT-C WITH COMBINED 
MERCURY-FILAMENT SYSTEM 


An Example of 
SYSTEM NO. 6 
\ ‘ 4 i . 
80 FT.C WITH GRID SYSTEM 


OF 40-WATT FLUORESCENT 
LAMPS OR SLIMLINES 


maintenance cost is achieved. 

Above 14 feet the slightly high- 
er lamp brightness of the 85-watt 
lamp (over the 40-watt) is not 
disturbing. (Note: The high ef- 
ficiency, 450U-degree standard, 
cool white fluorescent lamp is the 
accepted color temperature for in- 
dustrial areas.) 


System No. 5 


For mounting heights above 30 
feet—and in no case for less than 
18-20 feet—installations of con- 
centrating reflectors alternately 
housing mercury and filament 
lamps are recommended to pro- 
vide lighting in the 50 foot-candle 
range. The 400-watt AH-1 or 
EH-1 mercury lamps are most 

(Continued on page 53) 


OFTEN USED 
TO ATTAIN 


20 T0 40 FT-C 


( 


OFTEN USED 
TO ATTAIN 


40 T0 60 FT-C | 


| 


OFTEN USED 
TO ATTAIN 


60 TO 100 FT-C 


( 





The various types of lighting systems available for industrial plants 


the illumination intensity required. 


are reduced to six possibilities in this chart, grouped according to | 
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| APPLICATION | 


Multi-outlet assemblies 


provide extra outlets 


at low cost 


Three times as many outlets installed for 20% increase in sales price 


@ IF AN ELECTRICAL contractor in- 

talls 44 electrical outlets in a new 
sidence for a $47.30 material 
d labor cost, how much more 

of an investment must a neighbor 
ake in order to have 125 elec- 
ical outlets scattered throughout 
new home of identical size? 
This is not, although it well 
ight be, a fourth grade arith- 
etic problem. Instead, it is a 
allenge to contractors, dealers, 
ilders, and power companies to 
-examine their understanding 
adequate wiring costs. 

+ An actual installation complet- 

éd recently demonstrates that the 


x 


There are plenty of places to 
plug in the housewife’s many 
electrical aids in this new 
kitchen. Positioned just above 
the back-strip of the cabinet’s 
worktop, a multi-outlet as- 
sembly has been fully re- 
cessed into the tile wall, and 
provides an outlet every 6 
inches. 


number of outlets can be increas- 
ed to nearly three times as many 
without boosting the distribution 
system cost more than a few per 
cent. 

Orth Electric Company, Cin- 
cinnati, the contractor involved in 
this situation, found that 125 out- 
lets could be installed for just 20 
per cent more money than 44 out- 
lets! This represented an increase 
of only one-third of one per cent 
in the construction costs of the 
$18,500 residence. 

The Cincinnati homes selected 
for this study cf wiring costs were 
of brick veneer and frame con- 





struction. Erected by the Mar- 
tin L. Holman Company, Cincin- 
nati, both had living-dining room 
combination area, three bedrooms, 
kitchen, bath, full basement, and 
integral garage. Both wiring jobs 
specified a 60-ampere wiring en- 
trance and a four-circuit distribu- 
tion panel. 

Fred Orth, of the Orth Electric 
Company, decided to keep accu- 
rate costs of every phase in the 
wiring of these two residences. In 
one home he ran conventional 
circuits, plus the installation of 22 
duplex outlets in the walls. 

(Continued on page 52) 
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a) 


ABOVE — While at present only a lamp and clock are 
plugged into the multi-outlet assembly in this bedroom, 
the spread of outlets makes it possible to have the instant 
availability of other outlets for a health lamp, electric 


blanket, or hair dryer. This particular type of outlet strip 
permits the lamp or appliance to be plugged in for con- 
stant service or for switch control. 
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BELOW — Directly behind the standing lamp, secretary, 
and TV set in this living room can be seen the un- 
obtrusive multi-outlet assembly. When the outlet strip, 
with outlets at 18-inch intervals, is painted, a modern 
and attractive decor for the room is created. The spread 
of outlets around the room allows unl'mited placement 
of furniture, lighting equipment, or TV. 














| MANAGEMENT 


BRTTER BUSINESS ANALYSIS 


LEADS TO 


BIGGER PROFITS 


Do you make any of the six mistakes listed in this 


@ ELECTRICAL CONTRACTORS and 
dealers who try to operate in 
these hectic times without benefit 
of competent business analysis are 
akin to a car trying to maneuver 
on the highway without enough 
spark plugs to motivate all pis- 
tons. From our field studies, we 
find that approximately 70 per 
cent of the contractors and deal- 
-ers in this industry are in this 
category; they all get profit and 
‘loss statements at some time or 
other, but they do not analyze the 
figures properly. 

' The preparation of a business 
statement is of little value unless 
/ it is analyzed intelligently to im- 
prove future operations — other- 
wise it is just an historical re- 
‘cord that goes into dusty archives 
to remain buried through the 
ages. 

We have classified the data 
from the case histories studied 
and present these six reasons why 
dealers and contractors make a 
poor job of business analysis. This 
report also offers suggestions for 
improvement. 


(1)—They do not departmen- 
We doubt if more than 10 

r cent of the dealers or contrac- 
tors in this field break down their 
sales and expenses to the various 
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article? If the answer is yes, read on and 


study the suggestions offered for improvement 


lines or services sold; they lump 
the figures for the business as a 
whole, and so, even though they 
record these figures accurately, 
and then prepare a_ statement 
monthly, they do not know 
enough about their operations to 
arrive at dependable deductions. 

Often behind the figures lurk 
one or more “weak sisters” that 
tap the profitable lines or depart- 
ments for substantial sums. The 
figures should be departmentized 
or broken down for the main lines 
and services sold. The dealer 
should have some idea of what he 
is earning on each line or in each 
department. 

If the contractor’s work varies, 
he should also know how much he 
earns in each department. If a 
management departmentizes, it 
can spot the “weak sisters,” elimi- 
nate them, or take steps to turn 
past losses into future profits by 
means of better cost control or 
more aggressive promotion. 


One must use judgment here. 


“You can classify your accounts so 


that you have too many depart- 
ments on the books, making the 
recording involved. Nevertheless, 
within reasonable limits, depart- 


mentization enables you to do a 
better job of business analysis. 


(2)—They do not keep stock 
control records. With prices in- 
creasing, the stock carried will be 
more valuable, and it should 
therefore be watched more care- 
fully. Moreover, if the “police ac- 
tion” in Korea spreads to total 
war, stocks will be in short sup- 
ply and they should all be care- 
fully recorded to minimize losses 
through errors, theft, and dam- 
age. Loss on inventory is an “in- 
visible loss” that cannot be 
checked, and it may run into a 
considerable sum where the man- 
agement lacks adequate stock 
control records. A good stock con- 
trol system is a “must.” 


(3)—No inventory figures are 
available and it takes too long to 
take a physical count. The dealer 
who has a cash register or who 
uses a counter register can get 
around this difficulty by placing 
the name of the product sold on 
the cash register tape or on the 
counter register slip, and when 
entering the sales later he can 
cost them, putting the costs in a 
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special column in the sales book. 

Total this column at the end of 
the month, then deduct from the 
last inventory taken after adding 
the purchases for the intervening 
period: 


Beginning inventory $1,000 


Purchases since taking 
beginning inventory 750 


Cost of goods sold 
during period 900 


Inventory at the end of 
period $ 850 
When you take a physical in- 

ventory, adjust the book figures 
to agree with the physical count. 
Usually the books will be higher 
than the actual count because of 
errors, damage, etc. Nevertheless, 
this is a good way to keep track 
of inventory without a physical 
count. 

If the reader uses a counter 
register, the clerk should write in 
the names of the items sold, which 
provides a record for costing the 
sales. Many dealers err here by 
merely writing on these order 
blanks, “Cash Sale.” This prevents 
the costing of sales and keeps the 
dealer “in the blind” about his 
inventory valuation until he takes 
a physical count which is often 
only annually, and so, he isn’t able 
to prepare a dependable profit and 
loss statement monthly. 

On time payment sales, of 
course, the dealer can cost from 
his copy of the contract. On re- 
pairs and service, the job costing 
forms are a basis for calculating 
the amount of inventory with- 
drawn for jobs. 

Some dealers and contractors 
estimate the inventory for the 
monthly statement by a rule-of- 
thumb method of their own. 
Sometimes it works, but in many 
cases, we have found a variance 
of 10 per cent or more in the book 
value of inventory and the physi- 
cal count unless the more precise 
method explained in the foregoing 
was used. 


(4)—They do not pro-rate over - 
head expense. More than one 
dealer’s or contractor’s hopes have 
gone down and his blood pressure 
up when he looked over his cur- 
rent statement. They could have 
saved themselves the mental an- 


guish by prorating, because this 
would have adjusted the figures 
more in line with reality. The op- 
erating figures of many in this 
field fluctuate abnormally from 
month to month, or period to per- 
iod, because they charge up all 
outlay as it is disbursed when 
some of it should be pro-rated. 

For example, a dealer may pay 
mortgage interest, due every 6 
months, $250 in March, and 
charge March expenses with this 
sum when it should be allocated 
equitably over the 6-month per- 
iod. Likewise with insurance, 
property taxes, and depreciation. 

Sometimes these charges when 
“loaded” in one month can “kite” 
that month’s overhead $1,000, and, 
obviously, this sort of thing will 
distort the net profit or show up 
a lot of red. Depreciation is a 
“bad actor” in this connection. 
Even some of those dealers who 
pro-rate all other expenses prop- 
erly will forget the depreciation 
expense until the end of the year 
and then load it all in the last 
month. 

This not only distorts monthly 
profits and makes business analy- 
sis difficult, but it omits depre- 
ciation from the overhead calcu- 
lation when pricing re-sale goods 
or jobs, which chisels into the net 
profit to the seller’s loss. 


(5)—They pay no attention to 
the ratio of labor sales to the sales 
of parts, accessories, or materials 
on job work or service. One must 
keep an eye on this ratio from 
period to period. If sales and over- 
head expense in the period under 
analysis are about the same as 
the sales and overhead in a prior 
period and the net profit varies 
considerably, the variance is of- 
ten due to a lower ratio of elec- 
trical items sold in the less profit- 
able period. 


This variance perplexes many 


dealers and contractors who 
search for ways to cut expenses 
when the condition persists. It is 
a job for salesmanship, not cost 
reduction. You’ve got to sell a 
goodly quantity of materials, 
parts, or accessories with labor, 
because straight labor sales are 
seldom profitable even if the 
mark-up added to cost is substan- 
tial. 


The reader must sell goods 
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with labor, and the ratio must be 
high enough or the profits will 
be low. This can’t be done in all 
cases, of course, but we find that 
dealers or contractors often over- 
look opportunities to sell profit- 
able electrical items with labor 
on job or service work when they 
could sell it if they would make 
the effort. 


(6)—They lack costing records 
in the installation or service de- 
partment. Without these, they 
cannot check the accuracy of the 
figures recorded for installation 
service or repairs on, the profit 
and loss statement. If the profit 
on job work on this statement is 
inadequate, it is hard to determine 
the cause without job costing re- 
cords even though you use de- 
pendable standards or experience 
records to estimate. 

The overhead allocation is the 
main stumbling block. This bur- 
den for the month as it appears 
on the profit and loss statement 
should approximate the aggregate 
charge for overhead on the job | 
costing records. If the variance is 
sizeable, you’re not charging cus- 7 
tomers enough for overhead or § 
your men are taking too much J 
time with jobs, more time than } 
you estimated, or you are not 
making every hour you pay for 
productive. 

But, if you lack job costing | 
records, you cannot determine i 
this with any degree of accuracy. 7 
Neither can you break down the] 
composite figures for labor and? 
materials to the individual job to ¥ 
find out if the variance between } 
the desired profit and the actual? 
profit is due to loss of time and? 
materials for any number of rea- 
sons. This applies whether you 
make a wiring installation or serv- 
ice a refrigerator. 

The time has passed when the 
dealer or contractor can give his 
operating figures a quick once- 
over and forego studied analysis. 
Monthly statements are advisable, 
but even more, we find that they 
do not accomplish their purpose 
if the management does not an- 
alyze the figures properly or it 
lacks the recording gadgets to do 
a good job of appraising results. 
Business conditions in the imme- 
diate future may be abnormal and 
analysis will be more important. 
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hy MODERN METHODS &:. 


Service Accessories 
For Test Equipment 


@ Many prosLeMs that confront 
the electrical repair and service 
man require current measure- 
ments. In the case of larger mo- 
tors, where individual leads can 
be reached in a pull box or outlet 
box for use with a snap-on type 
ammeter, the solution is simple 
enough. 

The measurement of smaller 
currents drawn by attachment 
cord appliances or other small 
equipment has generally taxed 
the ingenuity of the service man. 
Often, he faces a double problem: 

ow to isolate one wire from the 

ircuit so that he can get a snap- 

% instrument reading; and how 

© read such small currents accu- 

Be ve on the larger scale general- 

se instruments. 

P Both of these problems have 
f 
i 





been simplified by Pyramid In- 
strument Corporation, manufac- 
turer of the Amprobe snap-on 
volt-ammeter, with the introduc- 
tion of two accessories. 

One of these is the Amprobe 
10x Sensitizer, which makes pos- 
sible easier low-current readings. 
When plugged in between the 
equipment being checked and the 
outlet, the Amprobe Sensitizer 
multiplies the sensitivity of the 
Amprobe by 10 times. 

For example, a motor drawing 
0.7 amperes will then show 7 am- 
peres on the instrument scale. 
This accessory effectively adds 
three low-current ranges to the 
Amprobe. For instance, the 10- 


ampere range becomes 0-1 am- 


peres, the 25 amperes becomes 
0-2.5 amperes, and the 50 amperes 
becomes 0-5 amperes. It is par- 
ticularly valuable when checking 
small electrical equipment with a 


The usefulness of snap-on volt-ammeters to electrical service men is greatly 
increased by two accessories introduced recently. One of these is a Split 
Plug which permits the measurement of current drawn by attachment cord 
appliances. The split plug is inserted in the outlet, the appliance is con- 
nected to the split plug receptacle, and the snap-on ammeter is snapped 


over one leg of the circuit enclosed in the plastic case. 


is similar 


The other accessory 


im appearance but incorporates 10 turrs of the conductor in 


the plastic case, which multiplies the reading on the snap-on ammeter by 
1/10. and greatly increases its sensitivity for small current readings. 
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snap-on volt-ammeter, 
motors of 
smaller. 

The Amprobe 10x Sensitizer 
has 10 precision windings in one 
arm, and is made of molded Bake- 
lite. Capacity is 10 amperes for 
intermittent use, and 2.5 amperes 
for continuous use. 

The Amprobe Split Plug is an 
accessory of similar construction 
and appearance, except that it 
does not have windings to in- 
crease the sensitivity. This unit 
facilitates snap-on current read- 
ings of equipment having sealed 
double - conductor electric cord. 
When plugged in between the 
equipment being checked and the 
outlet, it separates the conductors 
instantly without changes to the 
cord. Capacity is 30 amperes for 
intermittent use, and 15 amperes 
for continuous use. 

Further information about these 
accessories and the Amprobe 
snap-on volt-ammeter can be ob- 
tained by writing to the manufac- 
turer, Pyramid Instrument Corp., 
49 Howard St., New York 13, 
N. Y. 


especially 
Y4-horsepower and 


Fluorescent Fixture 
One-Man Installation 


@A new “Quick Grip” slide 
hanger which allows speedy and 
simple one-man _ installation of 
fluorescent lighting fixtures has 
been introduced by Sylvania. 

This slide grip hanger permits 
support of the fixture at almost 
any convenient position on the 
ceiling, usually determined by 
ceiling supports, desired symme- 
try of stems, or location of wir- 
ing outlets. 

For best load distribution, it is 
advisable to use two hangers per 
fixture and position them as close 
to the fixture ballast as is practi- 
cal. Although this requires addi- 
tional stems as compared to the 
conventional method, it permits 
utilization of existing ceiling sup- 


ELECTRICAL SOUTH for JANUARY, 1951 





ports, which is a definite installa- 
tion saving and permits fast, eco- 
nomical fixture attachment. 

After the hanger is fastened on 
a stem or directly to the ceiling, 
the fluorescent fixture is brought 
up into the slide grip whose width 
is such that its lips automatically 
hold the fixture firmly in place. 
An extra feature for eliminating 
any chance of dislodging the fix- 
ture is a locking screw which is 
placed through the hanger above 
the fixture and completes this 
simplified, speedy method of in- 
stallation. 


Opportunities in 
Lamp Modernization 


@ AN opportunity for creative 
selling on the part of electrical 
contractors is to be found in the 
modernizing of fluorescent lamp 
installations made when these 
lamps were first developed. Many 
of the early lamp installations 
lacked louvers and for this reason 
do not measure up to present-day 
standards. 

One menufacturer, the Cam- 
field Mfg. Co., of Grand Haven, 
Mich., hes developed a_light- 
weight, aluminum lamp shield of 
the louver type which can be at- 
tached quickly to the fluorescent 
lamps in any bare lamp fixture. 
Called “Fluor - O - Shields,” this 
light diffuser is provided with 
snap-on clips and can be attached 
without screws or bolts. Advan- 
tages claimed by the manufactur- 


Snap-on louver-type light diffusers 
serve to modernize bare-lamp fluo- 
rescent fixtures. Many bare-lamp 
fixtures were installed in the early 
days of fluorescent. lighting. While 
many of these should, undoubtedly, 
be replaced entirely, others can be 
made reasonably modern by addi- 
tion of diffusers. 
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Temporary power and light outlets on large jobs can be obtained econ- 
omically from this plan. Three floors are served from one panel. 


er are that the diffuser reduces 
glare, does not catch dust, im- 
proves the appearance of open 
lamp fixtures, will not cast sha- 
dows, sells at a moderate price, 
etc. 

Few contractors are going to 
be called upon to supply such ac- 
cessories for an existing installa- 
tion, but a contractor with an eye 
to future business will recognize 
the opportunity to serve custom- 
ers whose lighting installations 
will be improved by such addi- 
tions. Many of these customers 
will become prospects for more 
substantial modernization jobs in 
the future. Such future business 
will justify a reasonable search 
for installations where these dif- 
fusers can be applied advantage- 
ously. 


Temporary Power 
On Large Jobs 


by H. W. Mentrup. 
Manager, Nola Electric Co. 
New Orleans, La. 


@ Here is an idea which we find 
very useful, especially on big jobs 
where there is no previous elec- 
trical installation or power take- 
offs to supply electricity for the 
many types of electrical tools 
used on these jobs. This idea con- 
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sists of a temporary and easily in- 
stalled system of wiring for light- 
ing and power on any or all floors. 
We are finding it very useful on 
the many floors of the south’s 
largest air-conditioned apartment 
building, the Claiborne Towers, 
now going up in New Orleans. 

The “heart” of this system con- 7 
sists of a temporary lighting pan- 
el installed on the second floor 
From it there extends a pair of 
stringers (3 wires to each string- 
er) to the floor below; one of 
the pair runs to one part of this 
floor, the other runs to the op- 7 
posite end. Similar pairs extend | 
out of the top of the panel and 
run to the second floor and the 
third floor. Thus one panel with 
three pair (six stringers having 
3 wires in each) supplies three 
entire floors. The same setup 
can be installed for the 4th, 5th 
and 6th floors, or any other units 
of three floors or less. 

The stringer or bundle of three 
wires (2 circuits) is run through 
a porcelain insulator at conven- 
ient intervals, and the insulators 
are suspended from the ceiling 
with ordinary baling wire. Pigtail 
sockets are attached wherever 
they are needed to supply out- 
lets for light or power. 

Although this idea may not be 

(Continued on page 52) 
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INDUSTRY NEWS 


Industry Invited 
to SEWA Meeting 


@ January 25 and 26 are the new 
dates for the next meeting of the 
Southeastern Electrical Whole- 
salers Association, which was ori- 
ginally scheduled to be held Jan- 
uary 18 and 19, at the Atlanta 
Biltmore Hotel, Atlanta. 

The first day of the meeting 
will be for members of the asso- 
ciation only, but manufacturers, 
contractors, wholesalers and util- 
ity men are cordially invited to 
attend the second day’s sessions. 


The “Industry Day” meeting, ; 
to be held Friday, January 26, , 


will begin with a welcome by R. 
eS: (Dick) McDonald, president, 
followed by an address by Harl- 
Wee Branch, Jr., vice-president 
‘and general manager, Georgia 
Power Co. 
’ H. R. Coward, Republic Steel 
Corp., Cleveland, Ohio, will be 
he next speaker, and Ralph K. 
Robinson, president, Robinson 
#Flectric Co., Charlotte, N. C., will 
‘then address the group. 
Concluding the morning ses- 
sion will be an address by Mer- 


(LEFT) The More Power to America Special, the General 
Electric apparatus department’s 10-car exhibit streamliner, 
is filled with exhibits of more than 2,000 of the latest 
for producing and 
utilizing electric power. (RIGHT) J. W. Belanger, left, 
assistant general manager of the General Electric appara- 
tus department, and E. E. Parker, right, manager of 


products, systems, and techniques 
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rill C. Lofton, regional director, 
U. S. Department of Commerce. 

Following adjournment for 
luncheon, John Sammons Bell 
will serve as moderator for an 
industry panel discussion by the 
following men: Walter J. Barnes 
and L. Morris Landers, present- 
ing electrical manufacturers’ 
viewpoints; J. B. (Ben) Carson 
and J. W. Harwell, presenting the 
electrical wholesalers’ viewpoints; 
and D. B. Clayton and James C. 
Ness, presenting the electrical 
contractors’ viewpoints. A gen- 
eral discussion will follow the 
panel. 


G. E. Exhibit Train 
Appearing in South 


@ THe “More Power to America 
Special,” a 10-car silver stream- 
liner carrying exhibits of more 
than 2,000 electric products, sys- 
tems, and techniques, will visit 
35 southern and southwestern ci- 
ties for one to two days each dur- 
ing the months of January and 
February, 1951. 

The exhibit train, sponsored by 


are located. 


the General Electric Company’s 
apparatus department, is the first 
of its kind in industrial history, 
according to C. L. Redd, manager 
of the Southeastern District. 

One of the primary purposes of 
the train, Mr. Redd said, is to 
stimulate greater American pro- 
duction through the use of elec- 
tricity. He pointed out that the 
train represents the first attempt 
to display, in one series of related 
exhibits, the complete range of 
products for producing, distribut- 
ing, and using electric power. 

The train will be seen by rep- 
resentatives of industry, govern- 
ment, the armed forces, and civic 
groups, he said. He explained 
that the exhibits have been de- 
signed specifically to interest 
those who produce electric power 
and those who put it to work in 
industry and the community. 

Exhibits aboard the quarter- 
mile-long train cover such equip- 
ment as turbines, hydro-genera- 
tors, substations, transmission 
equipment, meters, complex drive 
systems, industrial and _ street 
lighting fixtures, precise instru- 
ments, welding and heating equip- 
ment, controls, diesel - electric 
locomotives, urban transit and 
railroad equipment. 

Other displays relate to atomic 
power, aircraft jet engines, weath- 
er research, guided rockets, ultra- 
sonics, ship propulsion equip- 
ment, gunfire, control systems, 
and “snow-making” techniques. 


~~ SS 


engineering for the department’s turbine division, examine 
one of the major exhibits in the power generation section of 
the train. In the foreground are actual turbine components. 
Buttons adjacent to these components enable visitors to 
“light up,” on the transparent bas relief in the back- 
ground, the sections of the turbine where the components 


ELECTRICAL SOUTH for JANUARY, 1951 





This ONE WIRE will cover your 
RH and RW WIRE 
requirements 


WHERE IT’S HOT— 
“Dual-Rated” is 
Underwriters’ Lab- 7. 
oratories approved 
as Type RH at 75°C., TRIANGLE 
dry locations... or 
WHERE IT’S WET— 
“Dual-Rated” is 
Underwriters’ Lab- 
oratories approved 
as Type RW at 60°C., 
moist locations. DUAL “RATED 





IT MUST BE RIGHT | 





i 


EVEN THOUGH IT'S BETTER. TRIANGLE COSTS NO MORE! 


R 


A 
RIANGLER&e), Pea: meV: 18 


CO., ING. 


1T MUST BE RIGHT 
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Virtually all the exhibits em- 
phasize the advantages of electri- 
fication in terms of increased pro- 
duction, reduced costs, and im- 
proved product quality. 

Much full-size apparatus is dis- 
played aboard the “Special,” in- 
cluding switchgear and substation 
equipment, voltage regulators, 
hundreds of motors, and welders. 
One of the largest exhibits of ac- 
tual equipment is the record-mak- 
ing J-47 aircraft jet engine. 

Scale models or other represen- 
tations have been used where 
size-weight limitations have made 
display of actual equipment im- 
possible. Typical of these is a 
model of a huge 230-kv impulse 
breaker which has transparent 
sections and uses varied colored 
lights to demonstrate how 10 mil- 
lion kva of power can be inter- 
rupted in less than five-hun- 
dredths of a second. 

The schedule for the train’s ex- 
hibition in the 
southwest areas: 


) Jan. 4-5 
| Jan. 8-9 
) Jan. 10 
* Jan. 11 
> Jan. 12 
) Jan. 15 
) Jan. 16 
> Jan. 17 
» Jan. 18 
» Jan. 19 
| Jan. 22 
)Jan. 23 
tJan. 24 
Jan. 25 
> Jan. 26 


Atlanta, Ga. 
New Orleans, La. 
Mobile, Ala. 
Montgomery, Ala. 
St. Petersburg, Fla. 
Tampa, Fla. 
Miami, Fla. 
Orlando, Fla. 
Jacksonville, Fla. 
Macon, Ga. 
Savannah, Ga. 
Columbia, S. C 
Raleigh, N. C. 
Greensboro, N. C. 
Charlotte, N. C. 
Jan. 29 Greenville, S. C. 
Jan. 30 Knoxville, Tenn. 
Jan. Nashville, Tenn. 
Feb. Chattanooga, Tenn. 
Feb. Birmingham, Ala. 
Feb. 5 Jackson, Miss. 
Feb. 6 Shreveport, La. 
)Feb. Beaumont, Texas 
pFeb. Houston, Texas 
|Feb. Corpus Christi, Texas 
' Feb. San Antonio, Texas 
pFeb. Waco, Texas 
Feb. Abilene, Texas 
Feb. Ft. Worth, Texas 
Feb. Dallas, Texas 
Feb. Oklahoma City, Okla. 
Feb. Tulsa, Okla. 
Feb. 26 Amarillo, Texas 
Feb. 27 Albuquerque, N. M 
Feb. : El Paso, Texas 


Industry ‘‘Fact Finder” 


Book Published 


@ Tue Electric Companies Public 
Information Program has announ- 
ced publication of a “Fact Find- 


” 


er,” which brings pertinent indus- 
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southeast and - 


try information together in com- 
pact form. The book has been 
prepared by Bozell & Jacobs, Inc., 
New York, PIP public relations 
counsel. 

The “Fact Finder” contains 
useful data and background mate- 
rial on major phases and prob- 
lems of the electric industry. The 
information covers public as well 
as business-managed power and 
is drawn from a variety of sour- 
ces. 

The book will be found widely 
useful as reference for speeches, 
company publication stories, 
background for editorial and ad- 
vertising use, and employee, cus- 
tomer, and stockholder informa- 
tion. 


McManus Heads 


Defense Power 


@ APPOINTMENT of the adminis- 
trator of the Defense Power Ad- 
ministration has been made by 
Secretary of the Interior Oscar L. 
Chapman. C. B. McManus, presi- 
dent of the Georgia Power Com- 
pany and its parent organization, 
the Southern Company, will head 
the defense power agency, which 
has as its objective the develop- 
ment of ways and means to pro- 
vide all the power the country 
will need in its defense effort. 
Serving as a “dollar-a-year” 
man in the government agency, 
Mr. McManus will continue for 
the time being as president of the 
Georgia Power and Southern 
companies, under leaves of ab- 
sence from both companies. 


Program Study to 
Feature AW Conference 


@ SEVERAL NOVEL presentations 
will be given at the Seventh An- 
nual Adequate Wiring Confer- 
ence in Cincinnati, February 15 
and 16. The presentations will 
dramatize the operations of two 
successful adequate wiring pro- 
grams — one in Cincinnati, the 
other in Dayton. Study of the 
two programs will be a main fea- 
ture of the meeting, which will 
attract an all-industry gathering 
of electrical contractors, utility 
and league personnel, wholesaler 
and manufacturers’ representa- 
tives. 

As formerly, this year’s con- 
ference will be of interest to in- 
dustry members who are concern- 
ed with the promotion of ade- 
quate home wiring. Delegates 


will discuss the major AW prob- 
lems facing the industry today. 

The first day’s session will be- 
gin at 9:45 in the Sheraton-Gib- 
son Hotel. The keynote address 
will be given by N. J. MacDonald, 
vice-president of The Thomas & 
Betts Co., and chairman of the 
National Adequate Wiring Bu- 
reau’s executive committee. 

The remainder of the morning 
will be devoted to an analysis of 
the Cincinnati AW certification 
program—how it is set up, who 
does the selling, and what are the 
benefits to the various industry 
groups and to the customer. 

In the afternoon there will be a 
study of the Dayton Adequate 
Wiring Program. An executive 
of Dayton Power and Light will 
explain why his company gives 
the local bureau its all-out sup- 
port. Herbert Snead, executive- 
secretary of the Davton Adequate 
Wiring Bureau, will preside. 

R. W. Wilson, manager of com- 
mercial service for Kentucky Uti- 
lities Co., will follow the Dayton 
study with a group presentation 
on adequate wiring. The presen- 
tation has proved extremely ef- 
fective in work with consumer 
audiences. 

The second day’s program will 
feature a discussion of certifica- 
tion standards. Conferees will 
have an opportunity to give their 
views on the various require- 
ments and to make recommenda- 
tions for improvements in the na- 
tional standards. 

The second half of the day will 
be devoted to an open-forum dis- 
cussion on subjects introduced 
from the floor. O. C. Small, secre- 
tary of the National Adequate 
Wiring Bureau, will be the dis- 
cussion leader. 

The conference will be sponsor- 
ed by the National Bureau. Elec- 
trical contractors, dealers, manu- 
facturers’ representatives, utility 
and league personnel are urged 
to attend. 


NISA Chapter 
Elects New Officers 


@ OFFICERS FOR THE coming year 
were elected at the annual meet- 
ing of the Southeastern Chapter 
of the National Industrial Service 
Association, which was held re- 
cently at Greenville, S. C. 
Officers unanimously elected 
were: president, H. Hall Grey, 
Southern Electric Service Com- 
pany, Greenville, S. C.; vice- 
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CHECK 
THESE ADVANTAGES 


V All welded construction throughout 

¥ Requires small pole mounting space 

V Meets all EEIl-NEMA lighting 
specifications 


V “Keyhole,” basic feature of pole 
attachment, permits installation 
by one man 


V Simplicity of design means low cost 
¥ Permanently aligned at factory 


¥ “Free flowing” internal wiring— 
no sharp bends and no obstructions 
—wiring pushes through with a 
minimum of resistance 





HUBBARD 


MUNICIPAL TYPE 


No. 23004 


HE Hubbard Municipal Type 
Bracket is a favorite in built-up 


areas because of its pleasing appear- 
ance and adaptability. The bracket 
is internally wired and adaptable to 
either internally or externally wired 
systems. It may be installed close to 
the top of the pole for maximum 
elevation. It is easily installed by one 
man, comes in nominal lengths of 
3, 4, 5, and 6 feet, with rises from 
16 to 26 inches. 


Write for Literature 


HUBBARDaxnn COMPANY Gz 


ESTABLISHED 1843 cial 
PITTSBURGH * CHICAGO + OAKLAND, CALIFORNIA ¢ 


Yrereg the load on fhibbard flardware!” 
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SAVE UP 70 25%... 


with Rome Self-Supporting RoPrene 
Secondary and Service Drop Cable 


Rated at 600 volts 
with maximum con- 
tinuous copper tem- 
perature of 80° C. 


Wherever overhead services are involved it will pay you to use Rome 
Self-Supporting Secondary and Service Drop Cable. You can save up to 25% 
compared with the cost of conventional Service Drop Cable (Type SD). There are 
no coverings to rot and festoon. It has remarkable weather resistance and pos- 
sesses excellent physical and electrical characteristics. 

Installation and maintenance costs are also less than the cost of open weather- 
proof wire. Less labor and cheaper hardware can be used. When used as second- 
aries, Rome Self-Supporting Cable is more compact, eliminates unsightly multi- 
ple wire construction, jointly occupied poles and long spans. On larger sizes, 
there is also a substantial saving in copper losses due to the lower reactance of 
a self-supporting cable compared with open wires. 

NEW DATA AVAILABLE!—BULLETIN RS-4, just published contains specifica- 


tion and test details, as well as sag and tension data on Rome Self-Supporting 
Cable. It's yours for the asking. Sign and mail the coupon below or write. 


It Costs Less To Buy the Best 
ROME CABLE CORPORATION, Dept. ES-1, Rome, N. Y. ; 
Please send me Bulletin RS-4 Q @) al E C A 34 L E at Ay \ 
Name : ere g Title ” S ¢ 
ss m 
‘company ; yi 
: 4, 


re ; 


City 
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president, O. A. Clot, Peninsular 
Armature Works, Miami, Fla.; 
and secretary-treasurer, W. S. 
Ward, Electric Motor and Repair 
Company, Raleigh, N. C. 


Code to Cover 
Space Heating 


@ A TECHNICAL subcommittee for 
the purpose of preparing regula- 
tions for electrical space heating 
installations to be included in the 
National Electrical Code has been 
provided for by the Electrical 
Section of the National Fire Pro- 
tection Association, according to 
Alvah Small, chairman. The sub- 
committee will report through 
Code-Making Panel No. 8. 


Burndy Receives 
Advertising Award 


@ For THE second time within a 
few months, Burndy Engineering 
Company, New York, has won a 
top award in advertising. The 
latest is the “Best of Industry” 
award in the Direct Mail Adver- 
tisers Association annual compe- 
tition, the Industrial Machinery 
and Tools—Accessory Equipment 
classification. 

Just recently the company was 
awarded first place for electrical 
machinery, equipment, and sup- 
plies advertising by the National 
Industrial Advertisers Associa- 


SEMRC OFFICERS FOR 1951 — 


ELECTRICAL INDUSTRY FUTURE DISCUSSED — Electrical appliance 
distributors of North Carolina and Virginia were told in Charlotte, N. C., 
recently how defense requirements will affect the electrical industry. Fea- 
tured speakers at the meeting were, left, Alfred Byers, executive secretary 
of the National Association of Electrical Distributors, and right, Charles 
G. Pyle, executive director of NAED. Brevard Merritt, right, sales manager 
of Mill Power Supply Co., Charlotte, was co-chairman along with R. M. 
Johannesen, Greensboro, who is not pictured, 


tion at its 1950 conference. 

“Our market is just as impor- 
tant to us as to manufacturers 
selling through big, national con- 
sumer magazines,’ Ted Graven- 
son, Burndy advertising manager, 
believes. “I see no reason why 
an industrial advertiser shouldn’t 
exert the same amount of care 
and attention to his advertising 
messages to his trade as do the 
makers of cigarettes, soup, or bev- 
erages to theirs.” 


New Officers for the Southeastern 


Electrical Manufacturers’ Representatives Club for the year 1951, elecied 
recently, are, seated, President Walter J. Barnes, National Electric Products 
Corp.; right, Vice-President C. C. “Kip” Myrick, manufacturers’ agent; 
and left, Sec.-Treas. Frank P. Bell, business manager, Electrical South. 
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Ralph J. Cordiner 


Cordiner Named 
G. E. President 


@ THE ELECTION or Ralph J. Cor- 
diner, of New York, as president 
of the General Electric Company 
to succeed Charles E. Wilson, 
named chairman of the new De- 
fense Mobilization Board, was re- 
cently announced. Mr. Wilson 
submitted his resignation to the 
board of directors and announced 
that he was severing all connec- 
tions with corporate and banking 
institutions. 

Mr. Cordiner, who has been 
associated with General Electric 
for 24 years and has served as 
manager of five of the company’s 
departments during that period, 
has been executive vice-president 
and a director. 
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The retiring president complet- 
ed 51 years of continuous service 
with General Electric in Novem- 
ber. Starting as a messenger boy 
with the Sprague Electric Com- 
pany in 1899, later to become a 
part of General Electric, he rose 
to the presidency in 1939. He 
served as vice-chairman of the 
War Production Board in Wash- 
ington from 1942 until 1943, and 
then was named executive vice- 
chairman with full authority over 
all war production, serving in that 
post until 1944. 

He resigns also as chairman of 
the board of General Electric! 
Supply Corporation. 

Light & Power Utilities Corp., manufacturers of “Naturlite” fluorescent 


light fixtures, has occupied this new Memphis plant at 1035 Firestone 
Blvd. It includes 20,000 sq. ft. of floor space. 


Fixture Maker 
Expands Plant 


@ Tue Licut & Power Utilities plot which gives ample room for preduction with incoming mater- 
Corp., of Memphis, manufacturers further expansion. ials from the private railroad 
of fluorescent fixtures, moved re- The glass and brick building, spur in the rear and assembly 
cently to their new, greatly en- with its machinery, represents an ending at the recessed loading 
larged plant at 1035 Firestone. — investment of about $200,000. ramp in the front. 

Blvd. This thoroughly modern The offices in the front are fin- All sales and manufacturing 
plant has 20,000 square feet of ished in knotty pine, and the fac- are directed from Memphis. The 
floor space and is on a two-acre tory is designed for straight line plant employs from 45 to 50 for 
one shift, and as another con- 
templated 12,000-square-foot ad- 
dition is added this will be ma- 
terially stepped up. 





The complete service entrance Onan Announces 


kit with the new plastic cap New Distributor 
is now available at your local , ? 


cong gy alc ry Pav @ THE Southern Meter and 
local requirements are also Transformer Company, Atlanta, 
available. Ga., has been appointed distribu- 
tor of Onan Products in Georgia, 
according to an announcement by 
Hiram Hascall, sales manager of 
D. W. Onan & Sons Inc., Minnea- 
polis, Minn., manufacturers of 
electric generating equipment. 

A complete line of Onan gaso- 


SERVICE ENTRANCE line and diesel engine-driven elec- 


tric plants, Onan air-cooled en- 
PAC KAGE K IT gines, and Onan ball-bearing gen- 
erators will be carried by the 
: ‘ : company, and facilities for the re- 
The most sensational new development in the electrical yp aad a - ‘ 
fitting field is the M. & W. plastic transparent cap for palit and maintenance of all Onan 
service entrance work. This non-breakable service cap with generating equipment will be in- 
cable hanger attached offers better insulation, safety, and stalled. G. A. Power, service 
simplified installation work. manager for Southern Meter and 
Write for complete details Transformer Co., recently attend- 
ed the factory-supervised training 
course for Onan servicemen at 
the Minneapolis office. 
The Southern Meter and Trans- 
former Company is located at 
Ta ile ize CO inc 1375 Lee St., S. W. G. W. Mc- 
° *7 ° Intosh is president of the firm, 
EAST PALBSTINE, OHIO and R. Allen is secretary and 
treasurer. 
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Home Lighting 
Program Released 


@ A NEW PROGRAM on Planned 
Home Lighting, for use by elec- 
tric light and power companies, 
manufacturers, and other groups 
interested in home lighting pro- 
motion, has just been released by 
the Edison Electric Institute and 
Better Light-Better Sight Bu- 
reau. 

This is the fourth in a series of 
five complete new Planned Light- 
ing promotional programs, for use 
in the home, store, school, office, 
and factory lighting markets. 
Three years’ experience in pro- 
motion of Planned Lighting and 
use of the original program by 
more than 100 electric companies 
have contributed to the new pro- 
motional pieces included in this 
campaign. 

The new program includes two 
folders on kitchen lighting; a 
folder that gives the latest “Tips 
on Decorating with Light,” and 
another on light for reading. Oth- 
er folders cover lighting for mir- 
rors, the benefits of Certified 
Lamps, light for sewing, and light 
as a safety factor in homes. 

Rounding out the list of mate- 
rials included in this new pro- 
gram is a 24-page booklet entitled, 
“Eyes—Our Windows to the 
World,” which gives basic facts 
about light and sight, and a sheet 
describing “Light for Seeing on 
the Farm,” a booklet which cov- 
ers some of the major lighting 
needs for the farm home. 

This new program is now being 
distributed to the industry. In- 
formation and prices are available 
from the commercial department, 
Edison Electric Institute, 420 Lex- 
ington Ave., New York 17, N. Y. 


New Wiring System 
Saves Materials 


@ A SUBSTANTIAL conservation of 
vital war materials now used in 
wiring systems for all types of 
construction can be effected by 
the use of a recently developed 
“remote-control” wiring system, 
according to Clarence C. Walker, 
General Electric vice - president 
and general manager of the com- 
pany’s construction materials de- 
partment. 

He said that using the Ade- 
quate Wiring Bureau’s 1949 Av- 
erage Certified House asa basis, 
it is calculated that with this 


system a 42 per cent savings in 
copper and an 86 per cent savings 
in steel would result in the wiring 
from wall switches to the lighting 
fixtures and outlets in the aver- 
age home. 

Mr. Walker pointed out that 
these savings would also mean a 
reduction of 82 forty-ton freight 
carloads of critical material for 
every 100,000 small-home units 
produced. An additional feature 
of the new development, he said, 
would permit instant blackout of 
all lights from a number of desir- 
ed locations. 

Much of the copper reduction, 
he said, results from the use of a 
special small-sized wire which 
contains 75 per cent less copper 
than its comparable two-conduc- 
tor conventional building wire, 
and 50 per cent less than the 
three-conductor wire. 

Substantial savings in steel re- 
sult when local codes require the 


use of steel-armored cable for 
conventional 115-volt systems, Mr. 
Walker explained. Remote-con- 
trol wire, designed for 24 volts 
rather than the 115 volts used in 
conventional systems, has a ther- 
moplastic insulation which re- 
quires no additional protection. 
Principal ingredients of this com- 
pound are coal, limestone, water, 
and plasticizers. 

In addition to the multipoint 
control which permits instant 
blackout from various locations, 
Mr. Walker said that a “lockout” 
relay can be installed in the Gen- 
eral Electric system to give abso- 
lute assurance against unauthoriz- 
ed energizing of circuits during 
blackout periods. 

Remote-control also permits 
quick and simple rearrangement 
of wiring requirements necessi- 
tated by change in #ccupancy 
with savings in both time and 
materials, Mr. Walker stated 








DATES AHEAD 


International Home 
Market, The Merchandise Mart, Chi- 
eago, Ill., January 8-19, 1951. 

National Appliance and 
Dealers Association, Annual Meeting, 
Stevens Hotel, Chicago, IIL, January 


14-17, 1951. 


Plant Maintenance Show, Cleveland, 


Ohio, January 15-18, 1951. 


National Housewares and 


20, 22-25, 1951. 

American Society of Heating and 
Ventilating Engineers, 57th Annual 
Meeting, Philadelphia, Pa., January 
22-25, 1951. 

American Institute of 
Engineers, Winter General 
New York, N. Y., January 22-26, 1951. 

Fifth Annual Electrical Exposition, 


Tampa, Fla., January 30-February 11, 


1951 
Co.). 


(sponsored by Tampa Electric 


Illuminating Engineering Society, 


Southwestern 
Corpus Christi, 
1951. 
National 
Association, 
Chicago, II. 


Regional 
Texas, 


Conference, 


Electrical Manufacturers 
Edgewater 


March 12-15, 1951. 


*Protective Relay Engineers, Fourth 
Annual Conference, Dept. of Electrical 
College of 


Engineering, A. & M. 
Texas, College Station, Texas, March 
26-28, 1951. (For further 
tion, write L. M. Haupt, conference 
chairman.) 


Southeastern Electric 


Furnishings 


Radio 


Home 
Appliance Exhibit, 14th Annual Show, 
Navy Pier, Chicago, UL, January 18- 


Electrical 
Meeting, 


March 4-6, 


Beach Hotel, 


informa- 


Exchange, 
Engineering and Operations Section, 


Vinoy Park Hotel, St. Petersburg, Fla., 
March 29-30, 1951. 

Edison Electric Institute, 17th An- 
nual Sales Conference, Edgewater 
Beach Hotel, Chicago, IL, April 3-5, 
1951. 

Illuminating Engineering Society, 
Southern Regional Conference, Mi- 
ami, Fla., April 9-10, 1951. ; 

*Southeastern Electric Exchange, 
Annual Conference, Boca Raton Club, 
Boca Raton, Fla., April 11-13, 1951. 

*National Industrial Service Asso- 
ciation, Annual Convention, San 
Antonio, Texas, April 15-18, 1951. 

Public Utilities Advertising Asso- 
ciation, Hotel New Yorker, New York, 
N. Y., May 17-19, 1951. 

National Association of Electrical 
Distributors, Atlantic City, N. J., May 
20-26, 1951. 

Edison Electric Institute, 19th An- 
nual Convention, Denver, Colo., June 
4-7, 1951. 

American Institute of Electrical 
Engineers, Summer General Meeting, 
Royal York Hotel, Toronto, Ontario, 
Canada, June 25-29, 1951. 

liluminating Engineering Society, 
National Technical Conference, Hotel 
Shoreham, Wash'ngton;D.C., August 
26-30, 1951. 

"International 
trical Inspectors, 


Association of Elec- 

Southern Section, 
23rd Annual Meeting, Hotel John 
Marshall, Richmond, Va., October 
15-17, 1951. 


“Asterisk indicates 
nounced for the first 
column. 


meetings 
time in 
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NAMES IN THE NEWS 


H. A. Stroud, of the Monongahela 
Power Company, Fairmont, W. Va., has 
been appointed chairman of the home 
lighting education committee of the 
Better Light Better Sight Bureau. The 
announcement was made recently by 
Ralph P. Wagner, Bureau chairman. 

An active member of this committee 
for seven years, Mr. Stroud has served 
as chairman of its subcommittee on 
lighting instruction in schools, and has 
taken a leading part in the development 
of several widely used programs for 


-<_ 
7% 
=) 


| 


H. A. Stroud 


{ 


teaching about light and sight in school 
classes. 

Mr. Stroud has also been prominent 
in activities of the Edison Electric In- 
stitute’s commercial division. He was 
chairman of the division’s residential 
section from 1948 to 1950, and was 
chairman of the residential lighting 
committee for the previous four years. 

Mr. Stroud, who is promotion man- 
ager for the Monongahela company, 
succeeds J. M. Stedman, general com- 
mercial manager of the Pennsylvania 
Power & Light Co., Allentown, Pa., 
who has served as chairman of the 
home lighting education committee 
since 1948. 

* 


Allan C. Mustard, Jr., district man- 
ager for the South Carolina Electric 
and Gas Company at Beaufort for the 
past 12 years, has been appointed com- 
mercial manager of the company and 
transferred to Columbia to take over 
the newly created post, S. C. McMeekin, 
president of the company, has an- 


* nounced. 


Daniel S. Lesesne, Jr., district engi- 
neer at Charleston, has been appointed 
district manager at Beaufort to succeed 
Mr. Mustard. 

Mr. Mustard will be in charge of 


~all commercial activities of the com- 


pany except for advertising and promo- 
tional work. His duties include super- 











PERFORATED LIGHT 


PERFECTED LIGHT 
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(DEAL FOR GEOMETRIC DESIGNS 
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Ry ~~ y tng 
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Charlotte, N. C. 
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DISCOLORING 


END PLATES 


FIXTURE COMPANY 
170 Vernon Street, Boston 20, Mass. 
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Vexes. 
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“Eastern Enginenrad” as a sales “clincher” 
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EW EYE-ASE 
GLARE-FREE Finis 
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PERFECT ALIGNMENT 
every Time 


PEELING CUTOFF 30 25 


FRANK E. KEENER 
169 Feld Ave. 
Decatur, Ga. 








vision of rates, contracts, and regula- 
tory matters before municipal, 
and federal bodies. 


state, 


Robbins & Myers, Inc., of Springfield, 
Ohio, have announced the appointment 
of Keith M. Spurrier as sales manager 
of their fan division, which is now lo- 
cated in Memphis, Tenn. 

Mr. Spurrier was formerly engaged 
in sales and sales promction work for 
Hunter Fan and Ventilating Company, 


Keith M. Spurrier 


a wholly owned subsidiary of Robbins 
& Myers that operates as a separate 
organization. 

A graduate of Vanderbilt University, 
Mr. Spurrier was employment man- 
ager at the General Motors Trenton, 
N. J., plant from 1939 to 1943. He joined 
Hunter Fan after serving in the U. S. 
Navy during the war. 


Creation of a new sales department— 
the agency and construction depart- 
ment—and appointment of Harold L. 
Cramer as its manager was announced 
by Tomlinson Fort, manager of appara- 
tus sales for the Westinghouse Electric 
Corporation, Pittsburgh, Pa. 

The new department was formed to 
centralize responsibility for handling 
the apparatus needs of the nation’s con- 
struction industry. It was created by 
merging the former agency and spe- 
cialty department and the construction 
section of the industrial department. 
In addition to handling the construc- 
tion industry, the new department will 
handle sales of Westinghouse products 
through agent, industrial, and whole- 
sale distributors. 

Mr. Cramer, manager of the new 
department, joined the Westinghouse 
Electric Corporation in 1927 on the 
graduate student course at East Pitts- 
burgh, and in 1928 he transferred to 
the small motor sales department of 
the company’s East Springfield, Mass., 
works. In 1929 he transferred to the 
N. Y. sales office, where he served 
as industrial sales engineer. In 1938 
he organized the agency sales division 
for the Eastern district and served as 
its manager. 
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D. B. Hyer, Jr., commercial manager 
of Florida Power Corporation, St. 
Petersburg, has resigned to accept the 
position of executive vice-president, 
Southern Colorado Power Company, 
Pueblo, Colo., according to an announ- 
cement by Florida Power president W. 
C. Gilman. Mr. Hyer assumed his new 
duties January 1. 

Mr. Hyer is an electrical engineering 
graduate of Georgia Tech, and has 


D. B. Hyer, Jr. 


worked continuously with Florida 
Power Corporation since 1927. He has 
served in many sales and engineering 
positions in various locations of the 
company including new business sup- 
ervisor, supervisor of engineering, as- 
sistant superintendent of transmission 
and distribution, and director of indus- 
trial development and power sales 
prior to becoming commercial manager. 

He is chairman of the Southeastern 
Electric Exchange industrial power 
committee and is active in other civic 
and engineering organizations. 


M. O. Hollis, secretary-treasurer of 
Raybro Electric Supplies, Inc., Tampa, 
Jacksonville, Miami, St. Petersburg, 
and Orlando, has announced the ap- 
pointment of Gordon Priday as branch 
sales manager of the Jacksonville 
branch. Mr. Priday has been with 
Raybro in the Jacksonville branch for 
a number of years and has been in 
charge of lighting sales for the branch, 
but in recent months has assumed 
additional responsibilities. 

Mr. Hollis has also announced the 
appointment of Jack Key as branch 
sales manager for the Miami_ branch. 
Mr. Key has spent a number of years 
with Raybro covering a regular terri- 
tory and is fully familiar with all 
branches of sales. 

Both these new branch sales man- 
agers will be responsible for all sales 
in their respective branches, which will 
include supply, utility, industrial, light- 
ing fixture, and merchandise sales. 

Fred Elwes, manager of the Jack- 
sonville branch, and C. V. Brown, 
manager of the Miami branch, will con- 


Series 63300 B 


FISHER - PIERCE 


PHOTOELECTRIC 


ONTROL 


FOR STREET LIGHTING 


This new Fisher-Pierce Control is the result of long expe- 
rience in design and manufacture, combined with practical 
experience of more than 600 electric ultilities in more than 


20.000 installations. 


The new 63300 B Control is mechanically and electrically 
interchangeable with existing controls. The same depend- 
able Fisher-Pierce circuit. consistently giving tube life of 
more than 20,000 hours, has been retained. Improved spac- 
ing and insulation provides increased protection’ against 
lightning damage . . . up to 2500 volts rms Hipot. Mechani- 
cal design has been altered to provide maximum simplicity 


for greater economy of servicing. 


The FISHER- PIERCE Co.,Inc. 
tinue in their same capacities as branch 
managers. 59 CEYLON STREET, BOSTON 21, MASS. 
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Monitor 
MOTOR 
CONTROLS 


» 4 
The Choice of 
Motor Control Buyers 


El a ere 
7 


® And MONITOR enjoys this distinction 
because of the proven dependability of 
this outstanding line. With a background 
of more than 60 years of leadership in 
the development and manufacture of 
quality motor controls, MONITOR is the 
line best suited for your needs. The 
next time you order, follow the lead of 
scores of motor control buyers every- 
where . . . specify MONITOR Controls! 





9908R-201 

Push Button 
Control Station— 
General Purpose 


Type VB 
Heavy Duty 
Push Button 

Control Station 


The 


MONITOR 


CONTROLLER CO. 


Braintreee 84, Mass. 








REPRESENTED BY 
B. S. WOODMAN 
1570 Northside Ave 
Atlanta, Georgia 
L. L. ROUSELL LYNN ELLIOTT CO. 


312 E. Livingston PI 322 M& M Building 
New Orleans, La Houston 2, Texas 
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J. J. Mitchell, vice-president, Bull- 
Dog Electr'c Products Co., Detroit, has 
announced his retirement effective De- 
cember 31, 1950. Though retiring from 
active duty, Mr. Mitchell is available 
as consultant and counsel in the com- 
pany’s affairs. 

Joining the company in 1934 as a 
sales specialist, he reorganized the 


J. J. Mitchell 


sales department and established na- 
tional distribution of the company’s 
products through electrical wholesal- 
ers. 

In 1935, Mr. Mitchell was made sales 
manager; in 1939, vice-president in 
charge of sales; and in 1949, was ap- 
pointed vice-president serving as ad- 
ministrative assistant to the president, 


William H. Frank. 
* 


Robert J. (Bob) Wimberley has been 
named administrative assistant to the 
president of the Arkansas Power and 
Light Company. Power company presi- 
dent C. H. Moses made the announce- 
ment after Mr. Wimberley’s predeces- 
sor, Minor Sumners, was chosen presi- 
dent of the new MidSouth Gas Com- 


pany 


NEW PRODUCT NEWS 


Package Attic Fan 


A NEW package fan is scheduled to 
be introduced this year by Robbins & 
Myers, Inc., of Memphis, Tenn 

This vertical discharge unit with 


After graduating from the University 
of Arkansas, Mr. Wimberley joined 
Arkansas Power and Light as assist- 
ant to the advertising manager. For 
more than two years he worked as as- 
sistant in the company’s broad program 
of state development. 


The Southeastern Sales District of 
the lamp-department, General Electric 
Co., has announced the retirement of 
Melvin E. Olson, Atlanta office, after 
25 years of meritorious service. 


The Adalet Manufacturing § Co., 
Cleveland, Ohio, has recently appointed 
two new representatives. Walter W. 
Wildeman, 788 Spring St. Bldg., At- 
lanta, Ga., will cover the company’s 
Southeastern territory, comprised of 


Walter W. Wildeman 


North and South Carolina, Tennessee, 
Georgia, Alabama, and Florida. 

In the Southwest, H. R. Onarecker 
and Co., with headquarters at 2518 
Times Blvd., Houston, Texas, will rep- 
resent the company, covering Okla- 
homa, Arkansas, Texas, Louisiana, and 
Mississippi 


built-in suction box measures around 
3 feet square and projects only 1742 
inches above the attic floor. These 
dimensions make it ideal for use over 
narrow hallways and in low attics 
found in so many present-day homes. 
Installations can also be made over the 
kitchen or other rooms, depending on 
construction. 

In new construction, this fan can be 
installed in less than an hour. All that 
is needed is a ceiling opening and ade- 
quate exhaust areas. Fan, motor, and 
suction box are all in one unit that 
rests on the attic floor. No screws or 
bolts are required to hold it in place. 
Heavy rubber bases provides an air 
seal and cushion between the fan frame 
and attic floor. 

Another feature of the fan is an 
automatic ceiling shutter, operated by 
a wall switch. This shutter is installed 
by attaching to the wood frame of 
ceiling opening. No extra plastering, 
papering, or painting is necessary. 
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What Dealers are Saying About 


ELECTRICAL SOUTH 


“| have been receiving ELECTRICAL SOUTH 
for some time. Although | am receiving a number of 
publications that are a help to me in keeping abreast 
of the times and sales conditions, | prize ELECTRICAL 
SOUTH above all other publications that | receive. 
It not only keeps me posted on what is new in the 
electrical field, it shows how the other fellow is doing 
his job, the promotional ideas he is using, the results 
he has attained. 

“With this abundance of information | am able 
to plan my work, to regulate my buying, and decide 
when to close out different items and models. It 
gives us plenty of workable sales ideas so that by 
fitting them to our individual business, we can keep 
something going all the year round, keep salesmen 
interested, and merchandise turning.” 

— L. D. Groves 
Groves Parts & Appliances 
Tuscola Texas 


+ * 


“We have found ELECTRICAL SOUTH an in- 
valuable reminder of features and promotions of 
other stores in the South. The detailed coverage of 
successful sales and service organizations might never 
be brought to our attention were we not to see them 
in ELECTRICAL SOUTH. May we urge your continued 
splendid reporting of the various phases of the 
Electrical Industry.” 

— John L. Bumpus 
Bromberg & Co., Inc. 
Birmingham, Alabama 


* * 


“Your publication ELECTRICAL SOUTH has 
been a great deal of help to us in keeping us in- 
formed as to new products and where to procure 
them. The articles are most helpful for old and new 
salesmen alike. We enjoy your magazine very much 
and have derived a great deal of benefit both from 
a sales angle and new product information.” 

— B. J. Bexley, Manager 
J & B Appliance Company 
Temple, Texas 


* * 


“| enjoy receiving your magazine ELECTRICAL 
SOUTH very much and | look over every one that 
comes very carefully, for as usual there is always 
good information and new ideas to be found in this 
magazine. It helps a dealer to keep up to date on 
new electrical improvements.” 

— W. H. Smith, Owner 
Smith Electric Shop 
Smithville, Tennessee 





American Blower Aeropel Kitchen Fan. 


DESIGN SELLS 


American Blower’s Aeropel Kitchen Fan is the winner 
of two Fine Arts Awards for beauty and utility in the 
home. 

In addition to its trim lines and attractive appear- 
ance, it has real utility for users. For Aerope! whisks out 
offensive kitchen odors in a jiffy—keeps a clean, cool, 
fresh-as-a-daisy atmosphere in kitchens the year-round 

You can’t miss making more money, building a better 
reputation, when you sell time-honored, top quality 
American Blower Ventilating Equipment. Why not start 
today? 


Ask your nearest American Blower Branch Office for 
data. 


AMERICAN BLOWER CORPORATION, DETROIT 32, MICH. 
CANADIAN SIROCCO COMPANY, LTD., WINDSOR, ONTARIO 


Division of American Raviator & Standard Sanitary conroranon 


Sell quality! 


AMERICAN BLOWER 


Air Handling Equipment 
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Model AVenturaFans Utility Sets—Fine as 


—Smartly styled 
No exposed wiring 
Smooth, easy-to- 
clean surfaces. Built 
in capacities from 
1000 to 9700 cfm, 
free delivery. 12 sizes. 


supply or exhaust 
fans in stores, schools, 
etc. Have Aileron 
Control for regula 
tion of air flow. Ca 
pacities from 517 to 
17,925 cfm at 4” SP. 


Seruing home and industry 


i 


RCH SEATS z 


RICATOR « KEWAN 


Model C Ventura 
Attic Fans—Built i 
capacities up to 
21,500 cfm for either 
vertical or horizon 
tal operation. Lower 
power consumption, 
quiet-operating. 











ES uerything 


ta STREET LIGHTING 


from ONE SOURCE 


STANDARDS 
LUMINAIRES 
REGULATORS 
TRANSFORMERS 
CONTROLS 


For 2500 to 10,000 
Lumen Incandescent 
Lamps 


FR, 


Revere Finishing 
Rings and 
Sylvania 


Fe Sealed Beam 








Lamps 
for Modernization 


WHITE-WAY 
PYLON-LITES 

for 
BOULEVARDS 
BUSINESS DISTRICTS 


Commercial Applications 








THE REVERE 
LINE COVERS 
EVERYTHING 


Write For Catalog. 


6005 BROADWAY CHICAGO 40, ILL. 
LIGHTING EQUIPMENT FOR EVERY NEED 





REVERE ELECTRIC MFG. CQO. 
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Shutter and trim are finished in light 
ivory (baked enamel) to harmonize 
with any room color. 

This new fan is available in 4750 and 
6800 CFM capacities, with air delivery 
ratings certified. 

Literature is available from Robbins 
& Myers, Inc., 387 S. Front St., Mem- 
phis, Tenn. 


Mercury Lamp Reflector 


Tue NEW Guth 3kw high bay reflector 
for mercury lamps is equipped with a 
specially engineered Alzak aluminum 
reflector for maximum light control 
and lighting efficiency. 

The 3kw reflector provides 55-de- 
gree crosswise shielding. The fixture 
is equipped with sturdy lampholders, 
drop guards and wire connecting boxes, 
and heavy duty hanging loops. 

Further information about the Guth 
3kw high bay is available from the 
Edwin F. Guth Co., St. Louis 3, Mo. 


* 
Engineering Manual 


A NEW engineering manual and cata- 
log which gives important electronic 
tube data has just been published by 


- Electrons, Inc., Newark, N. J., manu- 


facturers of electronic tubes for indus- 
try. 

The manual completely covers the 
subject of gaseous discharge rectifier 
and control-rectifier tubes. Amply illu- 
strated with diagrams, the publication 
includes information on ratings, appli- 
cations, and life expectancy. 

Information is given also on tube 
protection, efficiency, regulation, fil- 
ters, load, mechanical design, and tube 
variations. These subjects are covered 
in the pages which discuss the design 
of a rectifier unit. They apply equally 
to the tubes used in a grid control 
rectifier unit, design of which is also 
fully set forth. 

The manual is considered to be one 
of the most advanced and informative 
works on the subject of gaseous power 
tubes. It has been produced as an aid 
to electronics engineers and includes 
pages which catalog the complete line 
of tubes produced by Electrons, Inc. 

The manual will be sent free on re- 
quest to the manufacturer. 


Snap-on Volt Ammeter 


A 16-PAcE manual, No. 110, “How to 
Make Your Job Easier with the Amp- 
robe,” the pocket-size, snap-on volt 
ammeter, is now available from Pyra- 
mid Instrument Corporation, 49 Howard 
St., New York 13, N. Y. The manual 
describes the functions of the new 
tool for anyone who installs, repairs, 
services, or maintains electrical equip- 
ment. The tool measures only 7% by 
2 9/16 inches, one-third the usual 
weight of such instruments. 

The new manual also describes some 


of the many jobs on which this instru- 
ment can save time and trouble, and 
also explains the details of how to use 
it and how to read the scales. 


New 5-in-1 Tool 


To meet the need for a single tool 
that fits all the popular-size socket 
screws and bolts, the H. D. Hunter Co., 
Los Angeles, Calif., has developed the 
handy new “Smitty.” 

This hand tool has five of the most 
popular, standard-size, socket - head 
wrenches that fold knife-like into a 


single handle. It is small enough to 
fit conveniently into a pocket, yet its 
design permits greater leverage than 
ordinary wrenches now in use, and 
gives easy access to even the most 
difficult places. 

The individual wrenches are made 
of high-quality, tempered steel to as- 
sure longer life, and can be ground 
down when the end becomes worn. 
When it is no longer possible to grind 
the individual wrenches, they can be 
easily and quickly replaced by remov- 
ing the end bolt and inserting a new 
wrench of the same size—keeping the 
tool complete and eliminating the need 
of buying a new tool. 

Machinists, mechanics, tool and die 
makers, maintenance men, etc., should 
find the new tool a great help in eli- 
minating lost time looking for the right 
size wrench, according to the manufac- 
turer. 

e 


Substations Booklet 


SuBsTATIONS built up from standard- 
ized components for rural distribution 
systems are described in a 12-page 
booklet, “Westinghouse Standardized 
Substations for Rural Distribution Sys- 
tems,” (B-4697) recently released by 
Westinghouse Electric Corporation. 

Combinations of the various parts 
described in the booklet cover over 95 
per cent of all rural substation require- 
ments. The standardized components 
are furnished as single units reducing 
the problem of ordering a complete 
substation to the specification of only 
a few items. Material and installation 
costs are reduced by standardization. 

The booklet shows pictorially six of 
the more common substation arrange- 
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ments. By folding over extended pages, 
different combinations of parts are 
shown on the basic layout. Bills of 
material dimensions, and symbolic dia- 
grams are given for each combination 

A copy of this booklet (B-4697) is 
available from Westinghouse Electric 
Corporation, P. O. Box 2099, Pitts- 
burgh 30, Pa 


Plastic Tapes 


Two STRIKING packages have been 
adopted by Plymouth Rubber Com- 
pany, Inc., of Canton, Mass., for the lat- 
est in its line of electrical insulation 
products, Plymouth Plastic Electrical 
Tape. 

The new tape is available in single- 
roll metal cans and in a handy five- 
roll carton. Both containers were de- 
signed for ease in handling and the 
convenience of electricians 

The single-roll metal can contains 
one 60-foot roll of Plastic Tape. The can 
itself is designed with the label appear- 
ing on the cover in white and black, on 
a striking orange background. 


The five-pack is decorated in red 
and white with a black cover. The 


the downward component of light re- 
sulting in much greater utilization and 
illuminating efficiency. The 10 models 
use five lamp types including the 85- 
watt T-17 Krypton lamp, and come in 
three lengths: 4 feet, 5 feet, and 8 feet 

Information on this new line is avail- 
able in Bulletin No. 399 from the manu- 
facturer. 


Raintight Multi-Breakers 


Tue Square D Company, 6060 Rivard 
St., Detroit 11, Mich!, has announced a 
complete line of raintight Multi-break- 
ers extending from 1 through 20 cir- 
cuits. 

These devices are listed by Under- 
writers as raintight (NEMA type 3) for 
outdoor use. The enclosures are form- 
ed and welded galvannealed steel. Con- 
duit hubs are furnished in a variety 
of sizes in the top, and all knockouts 
in the sides, bottom, and back are be- 
low the lowest electrical part. Thus, 
bottom or side hubs are unnecessary. 

Multi-breakers combined with these 
new enclosures offer many features 


previously not available for outdoor 
use, claims the manufacturer. They 
are equipped with thermal-magnetic 
operating mechanism which combines 
the advantages of both thermal and 
magnetic tripping elements. They give 
positive protection against dangerous 
overloads and act instantaneously on 
“shorts.” 

Useless tripping on harmless mo- 
mentary overloads is eliminated. They 
give repeat protection—no parts or 
links to hurn out; are non-tamperable 
are trip-free—cannot be heid closed 
against shorts; and are safe—dead front 
construction with no live parts exposed 

By the arrangement of the basic 
Multi-breaker into Ad-on and Plug-in 
types, flexibility in circuit capacities 
and arrangement is possible from dis- 
tributors’ stocks without delay 

Similar Multi-breakers are available 
for indoor use with combinations from 
1 through 4? circuits 


e 
Transformer Bulletin 


SAFETY IN AVOIDING explosion and fire 
hazards, economy of installation and 
maintenance are the key notes of new 
Bulletin No. 50-FC on Air Cooled Dis- 
tribution Transformers, now being dis- 
tributed by Marcus Transformer Com- 
pany, Inc., 32-34 Montgomery St., Hill- 
side 5, N. J 





Complete Line 


EXPLOSION -PROOF 


Class 1, Groups C & D 


WS EZ Ee 


Type EFS 


Meet ALL Standards PLUS a] 


FLEXIBILITY of outlet sizes and locations, 
and on the job conduit drilling. 


INTERCHANGEABLE gang form assem- 


label is reproduced on the top of the 
cover and on the sides of the container 
itself. The five-pack contains five 30- 
foot rolls. 


blies and combinations with other EFS 
Push Button Stations, Pilot Lights and Man- 
val Starters, etc. 
=— ; SURFACE AND FLUSH mounting. 
e : EXTERNAL LUGS for mounting. 
ie SILICONE COATED STAINLESS STEEL 

SHAFTS insure permanent free opera- 
tion under all conditions of temperature 


New Luminaire Line 


A COMPLETE two-lamp lighting system 
of 10 new luminaires has been announ - and corrosive vapors. 
ced by the Mitchell Manufacturing 
Company, 2525 Clybourn Ave., Chicago, . CORROSION RESISTANT baked 
Ill. ; enamel finish. 

Called the “Mid-Century” line, these DEPENDABLE OPERATION insured 
new units have been designed for effi- by 48 years of design and manv- 
cient illumination of offices, stores, facturing experience. 


schools, and public institutions. All . 

10 models carry these important con- Write for catalog H47-11 
struction features: translucent “Lumi- 
sides” of polystyrene plastic extruded RUSSELL & STOLL COMPANY. INE. 
in one piece to provide low surface Precision-Built Electrical Equipment 

brightness and create a modern, stream- 

lined appearance; exclusive “Down- 125 BARCLAY STREET, NEW YORK 7, N. Y. 
Lite” reflectors to substantially increase 
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* BURNDY- 


BURNDY - BURNDY - BURNDY = | 


BURNDY 
SERVIT 


Forged for high strength—pro- 
vides more intimate contact 
between conductors. Installed 
with any wrench. Compact, all 
edges rounded, easy to tape. 
Stocked by your Burndy Dis- 
tributor. 


SEE YOUR BURNDY DISTRIBUTOR 


URNDY 


NEW YORK 54, NEW YORK 





The four-page bulletin in two colors 
illustrates and describes the 1000 KVA, 
Type F, unit substation, showing a cut- 
away picture of a transformer section. 
Also shown are the various types of 
Marcus Air Cooled Power Center and 


“Packaged Power” units. Iricluded are: 


details about the Marcus line of light- 
ing transformers, single- and three- 
phase types. 

e 


New Bathroom Heater 


INTRODUCTION OF a new bathroom- 
model electric heater, available in 1,- 
250-watt and 1,500-watt ratings, has 
been announced by the Westinghouse 
Electric Corporation, Mansfield, Ohio. 

Units of both ratings are identical 
in size, weight, and appearance, fit the 
same wall openings, and connect to the 
standard 115-volt a-c house service. 

Larger openings at the top of a pol- 
ished, chromium-plated steel grille, a 
feature of the new bathroom model, 
enable improved circulation of heated 
air, hence faster warming of the room. 
Like other units in the line, the bath- 
room model adheres to the “double ac- 
tion heating” principle—heating by 
radiation of infra-red rays as well as 
by continuous circulation of heated air. 


; 
Photoelectric Smoke Detector 


A new photoelectric smoke detector 
for air conditioning duct systems has 
been announced by Photoswitch, Inc. 
It is recommended for use in stores, 
theatres, hotels, and other locations 
where the presence of smoke is a haz- 
ard to property or a possible cause of 
panic. 

Duct systems have the inherent 
danger of spreading smoke and fire 
quickly throughout a building, and in 
many instances have actually drawn 
a fire from the outside of a building 
through the air intake systems. 

The purpose of this control is to 
detect the presence of smoke. At the 
first sign of smoke, Photoswitch Smoke 
Detector Type A28E operates, and 
through auxiliary relays (not included), 
may automatically turn off blowers, 
close automatic shutters, and signal 
the maintenance department. 

The new detector is supplied with 
Light Source Type L30R. They are de- 
signed for mounting on opposite sides 
of the duct 


Among the features of this system 
are a sensitive photoelectric circuit 
with fail-safe circuit design and a 
tamper-proof sensitivity control to pre- 
vent unauthorized adjustments. 

For additional information send for 
Bulletin PE 505. 

te 


Industrial Paint Booklet 


How To properly select and apply 
paint and paint products for industrial 
use is the subject of a 12-page booklet 
recently published by James B. Sipe 
and Company, Pittsburgh 16, Pa. 

Specifically written for users in the 
electrical manufacturing field, public 
utilities, steel fabricators, and indus- 
trial maintenance, this booklet contains 
complete information for application of 
primers and finishes to transformers, 
circuit breakers, transmission towers, 
as well as for the structural steel in- 
dustry. 

Spreading rate, drying time, and 
methods of application are specified for 
each type of coating. Various types 
of preservatives are recommended for 
wooden structures and fabrics, such 
as awnings, fire hose, and tarpaulins. 
Waterproofing and concrete sealing 
coatings, their application and advan- 
tages are also discussed. 

The booklet may be obtained at no 
charge from the manufacturer. 








UNIVERSAL Tap Connector 
Made in 3 Surface Finishes 


Approved by Engineers and 
Contractors doing R E A work 


Effectively used as guy line ground, or 
transformer and lightning arrester con- 
nection to A.C.S.R. or copperweld con- 
ductors where the diameter may be from 
8-A copperweld to .595” A.C.S.R. 
armour rods. 


ADAPTABLE TO A WIDE RANGE OF USES 





KRUEGER & HUDEPOHL 


y 
4 VINE AT THIRO-ES * CINCINNATI 2, OHIO 
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Service Fittings 


Two NEw service fittings for high and 
low potential wiring, designed for use 
with underfloor wiring systems, have 
been announced by National Electric 
Products Corp., Chamber of Commerce 
Bidg., Pittsburgh 19, Pa. 

Innovations presented in these new 
products include a height of only 3 
inches from floor to top of fitting, an 
eye-pleasing design of dignified sim- 
plicity, and a gleaming chrome finish. 


Service Fitting No. 7903-H has stand- 
ard duplex T-slot receptacles for use 
with high potential light, power, or 
office appliance wiring. 

The companion unit, Service Fitting 
No. 7904-HL is equipped with a single 
34-inch composition bushing for tele- 
phone, buzzer, and inter-communica- 
tion wiring in plant offices and office 
buildings. 

Either model is quickly wired, says 
National Electric. Both are equipped 
with a one-inch nipple which provides 
ample capacity from the duct into the 
service fitting. A bondnut locks the 
housing to the nipple. 

Both models are furnished with 
adapters to screw into standard 11- 
inch outlets of underfloor wiring dis- 
tribution systems. 

Model No. 7903-H can be furnished 
with three pole twist-lock receptacles. 


Home Lighting Displays 


A “Sketch Book of Home Lighting 
Display Suggestions” has been prepared 
by the lamp department of the Gen- 
eral Electric Co., for the guidance of 
electric service companies, department, 
furniture, appliance, hardware, and va- 
riety stores. 

The loose-leaf publication is intended 
for use in connection with General 
Electric’s “Home Light Conditioning 
Program,” launched recently to pro- 
mote the application of more than a 
score of light-conditioning recipes in 
homes throughout the country. 

The booklet contains eight display 
suggestions, one on each of the follow- 
ing subjects: home or school study cen- 
ter; lighting for hand sewing; laundry 
lighting; portable lamp promotions; fix- 


tures and portable lamps; dining room 
lighting; dresser lighting for facial 
make-up; and booklet holders. 

This publication is available without 
cost from the Inquiry Bureau, General 
Electric Co., Nela Park, Cleveland 12, 
Ohio. 

* 


Lighting Catalog Handbook 


Tue Jones Metal Products Co., West 
Lafayette, Ohio, manufacturers of the 
Abolite line of industrial, commercial, 
and flood lighting equipment, has an- 
nounced a new 1950-51 catalog and 
handbook. 

The new handbook contains com- 
plete descriptive material on the ap- 
plication and installation of Abolite re- 
flectors, sockets, holders, and acces- 
sories. It is designed for the con- 
venience and use of industrial and 
commercial users Of lighting equipment. 

The new handbook contains new 
ideas for better plant lighting, and new 
methods for effective flood lighting 

Copies of this useful handbook can 
be obtained by writing the manufac- 
turer. 

* 


Quick Clamp Devices 


Monowatr has recently added three 
new items to its line of Quick Clamp 
devices: a Triple Tap, a Flat Tap, and 


a Card Splicer. This family of time- 
saving electrical devices employs an 
easy 3-step procedure—SNIP, SLIP 
CLIP—to make wiring simpler and 
surer. First, the cord is cut off square 
and slit slightly between the wires 
It is then inserted into the side of the 
device and the clamp pressed shut. In- 
ternal contacts pierce the insulation of 
the cord and make the contact 

Both of the new taps offer three con- 
venient outlets for plugging in elec- 
tric cords. The Triple Tap is a service- 
able device for general all-around use 
and the Flat Tap is designed for use 
on surfaces where a flat based device 
is desirable. The new Cord Splice 
does away with unsightly splices and 
the bother of stripping insulation, 
twisting wires, and tapping 

Other Quick Clamp items are the 
Plug and Single Tap. All are modern- 
ly styled in both brown and ivory plas- 
tic and are listed by Underwriters 





A NAME 
GROWING BIG 
—ELECTRICALLY 
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Laboratories. Designed for use with 
any standard No. 18, 2-conductor rub- 
ber, plastic, or rayon-covered parallel 
cord. Manufactured by Monowatt In- 
corporated, Providence 7, R. I. 


* 
Localized Lighting Equipment 


Two NEw serigs of models of localized 
lighting equipment for machines, 
benches, etc., have been recently intro- 
duced by Fostoria Pressed Steel Corp., 
Fostoria, Ohio. 

Series 412 incorporates flexible, ad- 
justable tension joints to permit work- 
ers to position lights to suit individual 
seeing requirements. The joints are 
designed to allow adjustment of tension 
according to the needs. If vibration is 
severe, the tension may be set to hold 
firmly. If constant repositioning is re- | 
quired, the tension may be loosened to 
make movement easier. 

Series 400 utilizes strong flexible tub- 
ing to gain flexibility. In both series 
of models, wiring is totally enclosed, 
protecting it from foreign matters that 
might tend to cause breakdown. Break- 
ing of the wire due to flexing the joints . 
or the tubing is eliminated in both 
series. 

Mounting bases are designed to fit 
regulation outlet boxes or they may be 
fastened to any flat surface. Sockets 
are keyless porcelain type, providing 


long life. Switches are toggle type in- 
corporated in the mounting base. Para- 
bolic or elliptical shaped reflectors, 
which rotate 360 degrees, are available 
on both series. The inside reflector 
finish is hard-baked white enamel, and 
exterior finish is vista green, matte. 

Both series are listed by Underwrit- 
ers Laboratories, and a complete cata- 
log on Localites is available from the 
manufacturer. 


Improved Manual Starter 


AN IMPROVED manual starter, the Mo- 
tor Sentinel Class 10-023, specially 
equipped with an indicating light to 
show when the motor. is running, is 
available from the Westinghouse Elec- 
tric Corporation. 

Especially useful for starting and 
protecting small a-c and d-c motors 
used with fans, pumps, washing ma- 
chines, compressors, and other indus- 
trial or domestic appliances, the new 
motor starter is available as double pole 
switch with ratings up to 1 h.p. 250 
volts a-c or d-c. 

Quick-make quick-break action to 
insure rapid and positive operation is 
provided by an over-center self-indi- 
cating toggle mechanism in this new 
motor starter. Positive bimetallic over- 
load protection allows safe-capacity 
overloads but automatically disconnects 








HELWIG GONMOURED) BRUSHES 


When you have to replace 
brushes, there's no need to 
shut down while your mainte- 
nance man cuts down a so- 
called ‘“‘standard" brush. 
Keep a stock of Helwig 
CONTOURED Brushes on 
hand, precision-made at the 
factory to your exact radius 
and bevel. Find out how 


























ALL THE ADVANTAGES 
OF DOUBLE-BRUSH OP- 
ERATION WITHOUT IN- 
STALLING NEW BRUSH 
HOLDERS — improved 
commutation, more uni- 
form wear, longer motor 
life. U. S. Pat. 
2,181,076 





CONTOURED Brushes also 
give you improved motor per- 
formance by eliminating 
‘field variation."’ Call the 
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St. Louis 


SOUTHERN OFFICES 
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1101 Chenevert; Ch. 4-6549 
Magazine & Poydras; Ma. 3925 
323 NW 2nd St.; Tel. 2-6881 
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Helwig office near you today. 


HELWIG CO., Carbon Products 


Makers of Multiflex and Tran 


ert Brushe 





the motor on any sustained or damag- 
ing overload. 

The device is héused in a NEMA type 
I enclosure suitable for general pur- 
pose application. 

For further information, write the 
Westinghouse Electric Corporation, Box 
2099, Pittsburgh 30, Pa 


Temporary Power 
(Continued from page 35) 


exactly novel to some contrac- 

tors, it is worth giving considera- 

tion to this method if you value 

convenience and ease of operation 

in your work. 

Multi-Outlet Assemblies 
(Continued from page 30) 


In another residence, the Orth 
company installed normal circuits, 
plus multi-outlet assemblies. 

Three types of Plug-In Strip 
were used in the latter residence. 
This new baseboard electrical 
trim eliminated the installation of 
duplex outlets on the walls and 
took the place of a conventional 
wood baseboard. In addition, the 
multi-outlet assemblies provided 
electric outlets spaced every 18 
inches throughout the rooms in 
the house. 

The value of this spread of elec- 
trical outlets to the housewife is 
apparent. She states that the 
Plug-In Strip installation permits 
any desired room arrangement of 
furniture and lamps without the 
necessity of the usual trailing ex- 
tension cords. It also affords per- 
manent convenience outlet avail- 
ability for all time. 

The living room and master 
bedroom have the type of Plug-In 
Strip that automatically furnishes 
switch-control of the lighting from 
doorways, or may be used for con- 
stant service at every receptacle. 

What were total costs for this 
type of wiring, as compared to 
conventional wiring with duplex 
outlets? The first house, having 
44 outlets, had a $335 total cost 
for electrical distribution. The lat- 
ter residence, wired with multi- 
outlet assembly, cost $403.43 for 
all labor and electrical materials. 
It is therefore apparent that the 
owners of this home paid just 20 
per cent more for their electrical 
distribution system than did their 
neighbor. For this 20 per cent, or 
1/3 of 1 per cent of the $18,500 
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construction cost for their home, 
the owners obtained 125 electrical 
outlets as compared to 44 in their 
neighbor’s home. 

That 20 per cent increased in- 
vestment brought them other ad- 
vantages as well. They secured 
unbroken wall areas, plus a neat 
and unobtrusive baseboard. In. 
addition, should the home ever go 
on the market, it has a sales fea- 
ture that aids materially in secur- 
ing a maximum price. 

The Orth Electric Company is 
definitely encouraged to exert a 
strong selling effort on behalf of 
multi-outlet assemblies, since this 
type of installation is proven more 
profitable than the normal duplex 
outlet job. 


Light Sources 
(Continued from page 29) 


frequently used. For each two 
mercury lamps a 1000-watt fila- 
ment lamp is used to obtain a 
good quality of high level, 
thetic white light. 


syn- 


In deciding whether to select 
the mercury — fluorescent or 
straight fluorescent system for 50 
foot-candle, high-bay areas, one 
should keep in mind that the mer- 
cury lamp is a most efficient 
cource—only about 75 per cent 
to 80 per cent of that of the “F” 
lamp. Most important, it is a high 
wattage source having four to five 
times the lumen output of our 
largest available fluorescent lamp. 
With such a system, therefore, the 
maintenance problem is greatly 
minimized by virtue of there be- 
ing fewer units and less reflecting 
surface to clean. 

As an example of the above, 
one large, high-bay industrial 
area was surveyed and an analy- 
sis prepared—for equal foot-can- 
dles—on the relative economics of 
85-watt fluorescent lamps alone 
versus a mercury-incandescent 
combination system. The analysis 
disclosed that 250 per cent more 
fluorescent lamps would be re- 
quired, and over 300 per cent 
additional reflecting surfaces 
would have to be cleaned regu- 


larly. Consequently, to some ex- 
tent, the initial cost and the labor 
cost of maintenance were mate- 
rially greater with the fluorescent 
lamp system. 


System No. 6 


For those portions of a plant 
where faster and easier seeing is 
required, such as in fine work as- 
sembly shops, 80 foot-candles are 
advisable. To obtain this, the grid 
system utilizing two-lamp 40-watt 
or two-lamp 96-inch, T12, slim- 
line continuous rows in two direc- 
tions will provide 60-100 foot-can- 
dles. 

Similarly, for mounting heights 
above 14 feet, a grid pattern may 
be formed with either two-lamp, 
85-watt, or four-lamp, 96-inch 
slimlines. 

Grid installations cut annoying 
shadows to a minimum, when 
light sources of the above descrip- 
tion are selected. 

The specific lamp source selec- 
tion should be in accordance with 
the economic consideration as 
previously outlined. 





dite 
=, ae 


WIRE PULLING LUBRICANT 
FOR tead, Rubber, Braid or 
Synthetic Covered Cables 


* Will not deteriorate in transit or storage 


* Gives more “slip” to electric cables 
* Not messy or greasy to use 
Not harmful to hands or clothing 


Prevents sticking and setting of 
cable 


Will not run back on cables 


+ Facilitates removal of cable at 
a later date 


Recently re-tested and approved 


by Underwriter’s Laboratories, 
Inc. 


At all leading Electrical Supply Houses 


; ELECTRO COMPOUND CO. 


B 3812 W. 150th 


WIRE EASE 


Write for 


Street @ Cleveland 11 


a ... 





Ohio Distributors 
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anit FOR FREE pata 


Sold Through Leading 


FISH TAPE, REEL 


and PULLER 


Actually 3 tools combined in one great 
work-saver! Reel prevents tape from 
springing loose and acts as pulling 
handle with BIG, safe grip. Tape reels 
in or pays out easily through long 
runs and conduit bends—without kink- 
ing or breaking. Tape is made of 
highest grade, flat spring steel, oil 


tempered. Five stock sizes—50’ to 200’. 


Peereeceee eee eee ee ee 


1 §DEAL INDUSTRIES, Inc. (peA7) 
1 1017 Pork Avenue —— 
I Sycamore, Iilinois 

Please send information on IDEAL Fish 
(] Tope, Ree! and Puller and other wiring 
t aids. 

| NAME___ 

§ COMPANY 

1 ADDRESS. 

5 Gv... ___IONE___STATE 


Leeeew ee eee ew ee ee eee 


Reece ea aaa ee 
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NAME VOUR TAPE... 


GET MORE FOR YOUR MONEY 


The tape with the yellow core 
made by OKONITE 


SOLD ONLY THROUGH 
RECOGNIZED WHOLESALERS 


, 


‘ig a Ae 
fi HME Y HOAHMCE .1. 


1D 
+ anther ond Dragon 


friction and rubber tapes 





NON-METALLIC — BX. 
& GROUND WIRE 


Sold Thru 
Your Local Wholesaler 


ATLANTIC CONDUIT 
FITTINGS CO, 


BKOSTON, MASS. 


may be enacted. 





Industry Trends 
(Continued from page 27) 


age of 1,571 kilowatthours con- 
sumed by the farm customer in 
1945. 


New Highs in Revenues 


Along with accomplishments in 
other phases of electrical opera- 
tion, advances were recorded in 
revenues, net income and divi- 
dends during 1950. Gross reve- 
nues of the electric companies in- 
creased by some $365 million over 
1949, an increase of 9 per cent, 
and totaled $4,475 million for the 
year. But due to increased ex- 
penses, principally taxes, net in- 
come in 1950 did not show a com- 
mensurate gain, although it did 
reach $820 million, a new high, in 
an increase over 1949 of $55 mil- 
lion, or 7 per cent. This estimate, 
however, does not include the 
possible effects of any retroactive 
excess profits tax legislation that 
Dividends on 
common and preferred stock of 
the electric companies totaled 
$620 million for 1950. 

During the year, more than $2 
billion was spent by the electric 
companies on new electric plants 
and equipment, bringing the total 
plant investment, including that 
devoted to gas in the so-called 
“combination companies,” to $21.5 
billion, an increase of almost 10 
per cent over the 1949 total. 


Taxes Total One Billion Dollars 


For the first time in electric in- 
dustry history, taxes of over $1 
billion were paid by the electric 
companies, including tnose with 
gas departments. For electric op- 
erations only, the 1950 tax bill 
was $937 million, 18 per cent 
higher than in 1949, and the lead- 
ing expense item. While this 
figure includes the higher tax 
rates which went into effect dur- 
ing the year, it makes no allow- 
ance for any retroactive effect of 
an excess profits tax. 








STA-BRITE SETS THE PACE 
* INTHESOUTH * 
If it’s fluorescent 


MAKE IT SLIMLINE 
a nyoly FLUORESCENT MFG. CO 


Taxes for 1950 amounted to 
about 21 per cent of electric com- 
pany gross revenues, as against 19 
per cent in 1949. About $550 mil- 
lion went to the support of the 
Federal government, while state 
and local governments received 
the remaining $387 million. 

Participating in the general up- 
ward trend, other electric com- 
pany expenses were also higher. 
Wages and salaries followed taxes 
as the second largest expense item 
in 1950, amounting to $920 mil- 
lion, about $58 million over the 
figure for 1949, when payrolls 
were first and taxes were second. 
The third largest expenditure in 
1950 was for fuel, a total of $766 
million, $60 million greater than 
the fuel bill for 1949. 


Advances in Industrial Use 


In 1950, an all-time high of 139 
billion kilowatthours of purchas- 
ed power was used by American 
industry and commerce. The num- 
ber of kilowatthours used per 
manhour in manufacturing rose 
to more than 6 from the figure of 
4 kilowatthours per manhour dur- 
ing World War II, an increase of 
50 per cent. In effect, this devel- 
opment has added the potential 
output of 1.5 million production 
workers to the nation’s produc- 
tive capacity over the peak war 
years of 1943-44. 

Also impressive is the growth 
in the annual average of kilowatt- 
hours used per worker in manu- 
facturing, bringing the 1950 aver- 
age to 14,000 kilowatthours, 60 
per cent greater than in 1939. 

While electricity has been play- 
ing an increasingly important role 














iW 22nd Lane, Miemi, Fie. 








PaACKEO Witmw ustrur 
IurOoemarive TERT 
ANO tLtUSTR@ ATION 
On twee COmPLETE 


ABorire time 
The JONES METAL PRODUCTS CO. 


WEST LAFAYETTE, OHIO 


4 Exclusively through Electr 





ao! Wholesalers 
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in manufacturing processes, it has 
been taking a consistently smaller 
place in costs of production. In 
1939, purchased power cost was 
1.41 per cent of the product value 
for all manufacturing; by the end 
of 1947, the latest year for which 
comprehensive data on industrial 
power are available, the percent- 
age had been reduced almost half 
to about three-quarters of 1 per 
cent of product value. 

Because electric power is basic 
to the nation’s strength, the men 
and women of the electric indus- 
try make up one of the most valu- 
able components in the U. S. 
working force. They are the most 
important of the electric indus- 
try’s resources—through the con- 
sistent quality of their perform- 
ance and the vast amount of ex- 
perience they have gained in 
meeting and successfully solving 
the special problems and situa- 
tions inherent in operations dur- 
ing periods of stress. 

Power plants and transmission 
systems of the industry are run 
by competent, loyal, experienced, 


skilled forces of operators, whose 
ability to turn out the power has 
never failed in the hour of need. 
This is a record of which all of us 
in the industry are proud—and 
we shall guard it in all future 
emergencies with all the deter- 
mination we possess. 


Functional Wiring 
(Continued from page 25) 


(2) Cost of additional copper 
used over local standards of en- 
forcement. 

(3) Additional cost of larger 
switch and receptacle boxes re- 
sulting from use of larger wire. 

(4) Additional labor. 

(5) A reasonable profit. 


Contract Separation 
(Continued from page 24) 


I am of the opinion that this 
will allow the contractor to court 
business by some other means 
than submitting the lowest bid. 
Dealing directly with the custom- 
er is going to permit him to sell 


the customer on the quality prod- 
ucts used on the job. He will have 
plenty of case histories to cite 
where inferior products were 
used to complete a low bid job. 

All along, the reputable electri- 
cal contractor has used quality 
products on his job for his own 
protection. The customer doesn’t 
know, or appreciate the quality of 
the product that goes into his job. 
But the reputable contractor 
knows, and to maintain his repu- 
tation, uses only products that 
will give satisfactory service. 

By dealing direct with the cus- 
tomer, the contractor can explain 
this and charge accordingly. 
There are people who place qual- 
ity over price—when they are ac- 
quainted with the difference. 

It is a sad reflection on us elec- 
trical contractors to acknowledge 
the fact that we could not help 
ourselves—without the aid of 
State legislation. But in our 
sphere there is a tendency for 
each one to sit back and let 
George do it. And it looks as 
though George is going to! 








To travel 


if available. 





WANTED: 
ELECTRICAL SUPPLY 
SALESMAN 


Alabama and Tennessee, 
Nationally known quality manufacturers of electrical 
supplies to sell to Electrical Distributors. Age 28 to 
36. Married. Headquarters Birmingham or Knoxville. pe 
Automobile furnished. Expenses paid. Salary $400.00 UE yy 
month with liberal profit sharing bonus; a real § 


opportunity for substantial earnings. 


To qualify you must have a good educational back- 
ground; a thorough knowledge of the electrical supply 
business; neat appearance; a pleasing personality; 
poise and a record of successful selling. Give full 


details of qualifications and send snap shot picture 


For interview, write Box 647, Electrical South, 806 
Peachtree St., N. E., Atlanta 5, Ga. 


representing 
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HOT-DIP GALVANIZED 
GROUND RODS 


p The finishing touch 


to a first-class job 


THE MARK of a good electrical job well 
done isa DixIsTEEL Galvanized Ground Rod. 
Sharp-pointed for easy driving . . . hot- 
dip galvanized for positive protection 
against rust, ¥”x8’ size carried in stock. 
Other sizes available. 
Write or telephone collect for prices. 


Atlantic Steel Company 


sEOR 











THOUSANDS SOLD in 50! 


Cash In On Your Share .For ‘51! 


| 
7 NOW’S THE TIME to get lined 
up—and stocked up on “Buffalo” 
ATTIC FANS. Dealers sold thou- 


sands last year. They’re quiet run- 





ning, easily installed — last in- 
definitely! Cash in on this good 
reputation. WRITE FOR ALL DE- 
TAILS, including “Buffalo” liter- 
ature that makes vour selling job 


easy! 


BREEZO FANS 


These sturdy, quiet-running wall panel fans are always 
in season for plentiful, worthwhile sales! Low in first 
cost, simple to install and maintain, these fans are 
“natarals” for any 
plant or commercial 
building. 8” to 24” 
sizes. WRITE FOR 
BULLETIN 3222-F, 


and prices. 





BUFFALO 


210 MORTIMER STREET 
Canadian Blower 





EZO FANS 
BLOWERS 








PAULDING No, 1625 . F 
COMBINATION KEYLESS 
Porcelain Receptacie with 
ide . For Uni- 
versal on either 
34%,” or 4” Box. Base 41/2”. 


PAULDING No. 1629A1 
New COMBINATION 
PULL CHAI 


Porcelain Receptacie with 
Shadehoider Ring. For Uni- 
versal Mounting on either 
3%” or 4” Box. Base 4%”. 


PAULDING No, 1624C 
New COMBINATION 
PULL CHAIN 

Porcelain Receptacie with 

Shadehoider Ring and iN 

VENIENCE OUTLET. For Uni- 

versait Mounting on either 
3%” or 4” Box. Base 4%” 

———e b= — is rated @ 

66ow » 1629A1 

and 


standard by Underwriters 
Laboratories. ’ 


PAULDING ELECTRICAL PORCELAIN 


Made in Paulding’s own pottery, is the finest money can buy 

. regardless of price. The quality of the interior parts and 
working mechanisms of all Paulding Products is unsurpassed 
Oversize bases provided with removable knock-outs for mount- 
ing on 344,” boxes. Removable interiors for easy wiring. Brass 
terminal screws will not fall out when backed. Paulding prod- 
ucts sold only through recognized channels. 


KEYLESS | 
—for 344” box. Base 3-11/16”. 
—for 4” box. Base 414”. 
—for Sy" or 4” box. Base 41/2” 
—for 3444” box. Base 41/4”. 








PULL CHAIN 


- 1619A1—for 4” box, Base 41/4”. 

» 1621A1—for 31/4” box. Base 3%”. 

» 1627A1—for 3144” box. Base 4'/4”. 

. 1629A1—for 31/4,” or 4” box. Base 4%". 


PULL CHAIN WITH OUTLET 
—— — box. 
. box. 
» 1624C —er Hm" or 4” box. Base 4%”. 


OVERSIZE BASES 
» 1624 —— 4” box. Base 51%”. Pulichain 
th Convenience Outlet. 
No. 1619A1 Pm... 4 4” box. Base 5%". Pulichain. 
No. 1623 OS—for 4” box. Base 51/4”. Keyless. 
All Receptacies Approved by Underwriters Laboratories 
Note: Insulating tink furnished on request. 


ONLY PAULDING MAKES SUCH A gg a LINE 
OF PORCELAIN RECEPTACLES. 




















NE 
SEE THE WHOLE PAULDING LINE 
+ « « Send for your copy of our catalog today 


UNSURPASSED QUALITY — AT A COMPETITIVE PRICE 
Ay iS nN 
JOHN |. PAULDING, INC. WZ. ( AY 


SATIS FACTION 
New Bedford, Massachusetts - 
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Household and Commercial Appliances ° Radio . Television 








STORE PARTIES are being used with increasing success 

to bring customers into the store for appliance demonstra- 

tions, Where space is not available in the store, some IN THIS ISSUE: 
dealers arrange for use of power company auditoriums, 

women’s clubs, or other available space. Kitchen Planning Center .. 


Dramatize Electric Blankets 


Mobile Sales Trainer 








GREAT 


DOMINION Z2aofit Maker! 


FRENCH FRIES 


DONUTS, FRITTERS 


CEC MEAT eat log, 


' | FISH, CHICKEN, CROQUETTES 
} 


ONION RINGS, ETC. 


FRY-0-MATIC 


Everybody likes French Fried foods! The whole family will be pulling 
for this Dominion “Fry-O-Matic.” It’s truly another Family Favorite. 
It has beautiful styling, light-weight, a round; seamless aluminum cook- 
ing chamber - easily cleaned, automatic temperature control, many other 
features (see below) which put it way out in front. 

Many new sales possibilities with this easy-to-use “Fry-O-Matic”. Women 
think of new recipes—heretofore untried. Men can now have tasty and 
unusual delicacies right at home. 

Stimulate off season sales with this great Dominion profit maker! Order 
now through your regular distributor—in principal cities across the nation. 


Set Automatic Control at Has famous Chromalox steel- Wire basket, specially design- Faucet at rear of fryer 
temperature desired. Pilot clad element, giving full, ed for this appliance, rests on permits easy draining 
light glows. When it goes even heat, built to last for edge of fryer to allow fatto of fat when cooking is 
out, fryer is ready. years. drain from food. finished. 


SEE THE FULL LINE 
HOUSEWARES 
SHOW 
Navy Pier, Chicago 


Jan. 18-25 
Booths 238-240-242 


DOMINION ELECTRIC CORPORATION @© ¢ MANSFIELD, OHIO, U.S.A. 
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7hagc NEW 7% GREAT 
. Thege WESTINGHOUSE 


Re 
THE ONLY REFRIGERATOR: 
THAT cou NTS---4 


| 
t 





FIRST in Automatic Refrigeration 


Again Westinghouse retailers are first with Frost-FREE— 
the only refrigerator that counts door openings—to give 
customers completely automatic refrigeration. 

It’s going to be a big year, with three new models in the 
kitchen- proved FrosT-FREE line, including the world’s 
lowest-priced, completely automatic refrigerator. And you'll 
see more Westinghouse advertising, sales promotion and 
point-of-sale support than ever before. 

When you see the brilliant new 1951 refrigerator line, 
you'll agree, “They're New! They’re Great! They're 
Westinghouse!” 


SPEED ELECTRIC RANGE witn 
SUPER SPEED COROX UNITGETS 


REDIHOW. Fr 


FIRST in Automatic Speed Cooking 


It’s FIRST with the hottest new product to hit the range market in 
years, the range with EVERYTHING— 

© SUPER SPEED COROX", the FASTEST heating surface unit on the market... 

@ MIRACLE SEALED OVEN with Fiberglas HeatGuard Seal . . . 

© TWO-LEVEL SPEED COOKER with a 2,000-watt unit that converts easily 

into a FOURTH surface unit... 

@ COLOR-GLANCE CONTROLS, easy to demonstrate from clear across the room. 
Yes, this new '51 Westinghouse range line has what it takes to get 
business and really satisfy customers. 

WESTINGHOUSE ELECTRIC CORPORATION 
Electric Appliance Division . Mansfield, Ohio 
Your prospects will be seeing these two great products demonstrated 
on TV's Top Dramatic Show: WESTINGHOUSE *‘STUDIO ONE” *T.M. 


YOU CAN BE IF ITS 


See them at Chicago’s Winter Market * Space 501 * American Furniture Mart 
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for the aral 


enera 


Twin-12 FLOOR MACHINE 
; 
The Industry's most comprehensive sales program is paying off! 
Dealers’ sales zooming as popularity of floor machine soars across the 
nation! General told you "EVERYBODY WITH A FLOOR IS A PROSPECT” 
—and sales are proving it! General's heaviest-of-all national adver- 








Wit 
ING BRUSHES, 
ISHING BRUSHES, 
BS-WOOL BUFFERS 


Feature-by-Feature 
GENERAL’S THE FINEST! 
e Brushes outlast others 3-to-1! 
Bristles wearable to the wood! 


e Streamlined all-metal styling! 
No plastics or paint to chip 
or crack! 

Twin-mesh brushes — full 12” 
swathe! No unpolished areas! 


Most quiet and vibration-free! 


Complete, genuine Lambs-wool 


uffers—-no mere felt pads! 


Powerful “« H.P. AC-DC motor! 


Full year guarantee! 


Extra-long 47” handle! 30 ft. 
cord! Save steps! Save work! 


bk. Twin-12 


tising campaigns paves the way! 


MERICcA is learning that the Gen- 
eral Twin-12 is the only floor 
machine that does everything— from 
scrubbing floors to simonizing cars! 
Better built with bigger profits for 
you, General is delivering a product 
that knows no equal in its field! 

It’s easier to handle! Easier, in fact, 
than a vacuum cleaner! It’s quieter! 
It’s vibration-free! And General 
beautifies and preserves any kind of 
floor! Wood, asphalt tile, linoleum, 
rubber, terrazzo—General renews old 


floors ... protects the investment in 
new floors! 

No ‘walking sideways’! General's 
the first perfectly balanced floor 
machine. Two full 6” diameter coun- 
ter-revolving brushes give full 12” 
swathe. Handy attachments snap-on 
... Snap-off split-second fast! 

Never before has any electrical 
appliance saved housewives so much 
time and hard labor! Check Gener- 
al’s list of exclusive features and 
write today for full details! 


GENERAL’S NATIONAL ADVERTISING 
STARTS SALES FOR You! 


EXCLUSIVE SNAP-ON 
SIDE HANDLES for cars, 
ponels, furniture! Only 
General has them! (Extra) 


Genera 


a 


Twin-16 — K-12 ; K-14 


SATURDAY EVENING POST 
HOUSE BEAUTIFUL 

HOUSE & GARDEN 
HOLLAND’S 

SUNSET 


Be ready to cash-in! 





GENERAL FLOORCRAFT, INC.,DEPT. 221,421 HUDSON ST., NEW YORK 14, N. Y. 
WORLD’S FINEST FLOOR MACHINES FOR 
HOMES, BUSINESS, INDUSTRY, INSTITUTIONS 


K-16 K-18 
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Yue KISCO LINE 


BACKED BY A POWERFUL 
19 POINT SALES PROMOTION 


PLAN . « « Opportunity unlimited in lively, 
attention-getting sales aids that attract prospects. 
National Advertising in the Saturday Evening 
Post, Life, Better Homes and Gardens and Country 
Gentleman makes your sale easier . . . puts added 
prestige in your local promotion. Giant 30”x 
23%", 3-color handbills with your own imprint 
bring the full impact of your sales message right 


to the prospect—17 other hard hitting sales pro- - 


motion helps, plus timely, Hot Weather point of 
sale material do a complete job of preselling. The 
product keeps ‘em sold. 


KISCO GIVES YOU THE 
PROGRAM, THE PRODUCTS 
AND THE PROFITS 


+ 2400-40 DeKALB STREET 


REGAL-AIRE. At home in 
* of company. 


Style plus Producer when 
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TRAV-L-AIR. A must in 
every home — o Comfort 
traveling. 


with another FIRST 2, 
for year-round profits ( 


«RI 
Se 


With The PATENTED TILT-O-TOP 
eee Another Exclusively Designed, 
Patented Kisco Air Circulator 


There is nothing on the market today to Compare with this New, PATENTED 
Kisco Unit. The Adjustable, Patented, Tilting Deflector (TILT-O-TOP) is 
designed to deliver air where it is wanted. The Versatility of the Adjusto-Air 
provides year ‘round service—year ‘round profits for you—circulates the cool 
“low-level” air in Summer—recirculates warm, heated air in Winter. 


The Kisco Adjusto-Air is out in front, Leading the field just as KISCO 
CIRCULAIR, the Original and Pioneer Floor Model Air Circulator, always has. 
Get your share of the Profits with this Exclusive Model—with the Patented Sales 
Feature that cannot be Imitated or Copied. 

The Kisco Line—the Most Complete Line of Values offered today. The Kisco 
FIVE YEAR GUARANTEE Protects your Customers and your Profits. 


SEE THE COMPLETE KISCO LINE— Compare and be Convinced « « « 
at the National Housewares Show, Booth No. 389, Chicago, January 18 to 25 


Po eee w wees eee ees es sessasessessesaseam 


MAIL THIS COUPON FOR COM- 
PLETE DETAILS ON KISCO'S 19 
POINT SALES PROMOTION PLAN 


Kisco Company, Inc. 
2403-40 DeKalb Street 
St. Lovis 4, Mo 


1 would like to have all the details on Kisco’s 
19 point 1951 Sales Promotion Pian. 

NAME 

FIRM NAME 


STREET ADDRESS 


CITY AND STATE_. 
&.S. 1-51 


PP Pe eeeeeesecsesoseseence 


ST. LOUIS 4A 





TABLE-AIR. A Combine- 
tien Gift — Recognized 
and Apprecioted. 


LO-AIR. Always © Leader 
Performance — Valve — 








The picnic’s over. Now you have to go out and 
dig. The only sure way to haul in big orders is to 
carry the best line. You can count on Murray in 
the fan business. Murray‘s the line that counts. 


MURRAY 
20-inch 
Window Fan 


Most versatile fan 

made. Especially de- 

signed for apart- 

ments and smaller 

homes. Light weight — 

+ —easily portable—aottractive appearance blends 
with any home interior. Removable guard-screen 
made to protect tiny fingers—PATENTED, die- 
formed dynamically balanced blades—economical, 
quiet, 2-speed operation. Ivory and stainless steel. 
Also available in 24” belt-driven model. 





MURRAY 
Vertical 
Attic Fan 


ertical mounted— 
orizontal dis- 
harge. Very 
gged. Carries un- 
onditional 5-year 
uarantee (except 
or belt and motor). 
izes 24” with 1/3 hp. motor to 48” and 3/4 hp. 
' Housing heavy-guage steel—frame “seamless, 
ie-formed tubing.” Torrington, PATENTED, per- 
fectly balanced blades—sealed ball bearings with 
permanent lubrication. All Murray fans rated by 
ASHVE AND NAFM. Also available in horizontal 
mounting, vertical-discharge package units 24”-48”. 
A few territories open 


For full details, prices and literature —zA 
Write to H. C. Biglin Company Sales Agents caer 








ADACAR MFG. CO. 


NAPIER FIELD 


DOTHAN, ALABAMA 


77 HARRIS ST.N.W ATLANTA,GA 
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IN TIMES LIKE THESE 


profit 


ales and 
7 sale SALES 


-oart Greate 
nity Year: » MAKING 
i, YOUR Vornado Orme IQUE, t 
. 51 is 2 ; IA E 
Mr. Dealer: Ba veurs wt near for complete 
std i ; ai Distr 
dividends + loca 
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2004—Air Conditioning Equipment. New Bulletin No. 
3158-B, “Central Air Conditioning Equipment,” contains com- 
prehensive information on this type of equipment along with 
charts, specifications, and maintenance instructions. The bulle- 
tin has been released by Buffalo Forge Co., P. O. Box 985, 
Buffalo 5, N. Y. 


2010—Water Heaters. An illustrated folder describing Bell 
Water Heaters and the ten-year guarantee and warranty is avail- 
able from Adacar Mfg. Co., Napier Field, Dothan, Ala. 


2012—Room and Unit Heaters. Electromode Corp., 45 
Crouch St., Rochester 3, N. Y., has announced two new cata- 
logs, each of which contains descriptions, complete specifica- 
tions, illustrations of the units, and shows typical installations, 
as well as other helpful information concerning heatin, * elec- 
tricity. Catalog EC-62 is the industrial catalog, and No. EC-63 
is the domestic catalog. 


2014—Hot Water Heaters. Informative and well-illustrated 
data are available from M. M. Hedges Manufacturing Co., Inc., 
Chattanooga, Tenn., on their line of Mertland Automatic 
water heaters. 


2018—Electric Fans. A 28-page, profusely illustrated booklet 
describes in complete detail, this company’s line of fans. 
Booklet available from Emerson Electric Manufacturing Co., 
8lst and Florissant Ave., St. Louis 21, Mo. 


2022—Window and Attic Fans. A four-page catalog piece 
completely illustrated and containing descriptive information on 
the new te cost “all in one package” window and attic fans 
has just been released by the Viking Air Conditioning Corp., 
560i Walworth Ave., Cleveland 2, Ohio. [Illustrations of auto- 
matic ceiling shutter and automatic electric timer are included. 


2024—Electric Water Heaters. New specification sheets are 
now available for a full line of cylinder and table top models, 
featuring the Water Hotter, from the White Products Corp., 
Middleville, Mich. 


2028—Fans. Catalogs Nos. 863 and 864, just issued by Chel- 
sea Fan & Blower Co., Inc., 639 South Ave., Plainfield, 
N. J., include descriptive copy, pean. dimensions, photo- 
gtaphs, etc., of a full line of fans for residential, commercial, 
and industrial uses. ese catalogs include information on 
17 types of ventilating and comfort cooling equipment varying 





in size from 12 inches to 60 inches. 


2030—Electric Fans & Drills. Signal’s complete line is shown 
in a new catalog just off the press, featuring a wide variety of 
desk, pedestal, exhaust, and vent fans. Literature on drills, tele- 

phic equipment, and motors is also available from the Signal 
Electric Mfg. Co., Menominee, Mich. 


2032—Electric and Gas Water Heaters. Four-page illustrated 
folders explain outstanding features of Fowler water heatcrs 
including porcelain lining, “black heat” elements, and 3-wa 
insulation. These folders list specifications, dimensions, an 
construction details. and are available from Fowler Manufactur- 
ing Company, 2545 S. E. Gladstone St., Portland 2, Ore. 


2034—Electric Flat Irons. Full information on American 
Beauty Electric Flat Irons in a weight, a shape, a size for house- 
hold, as well as every industrial and manufacturing use, is avail- 
able in literature from the American Electrical Heater Com- 
pany, 6110 Case Ave., Detroit 2, Mich. 


2038—Murray Ventilating Fans. A set of specification sheets 
is available describing the Murray line of fans, including 20 and 
24 inch window fans and vertical and horizontal ventilating fans. 
H. C. Biglin Co., Inc., 177 Harris St., NW, Atlanta 3, Ga., is 
exclusive sales agent for the line which is manufactured by 
Murray Co. of Texas, Inc. 


2040—Electric Blowers and Exhausters. Bulletin 3014-D de- 
scribes Types “E” and “RE” Buffalo blowers and exhausters, 
manufactured by Buffalo Forge Co., P. O. Box 985, Buffalo 5, 
N. Y. Characteristics of the blowers, graphs, charts including 
capacities and static pressure, and exact dimensions are all con- 
tained in the 8-page folder. 


2042—Window Fans. Meier Electric & Machine Co., Inc., 
3525 E. Washington St., Indianapolis 7, Ind., have available the 
following catalog sheets: Form 2207, which describes and illu- 
strates each of their five Nu-air Windofans; Form 2208, de- 
scribing and illustrating three three-blade and one four-blade 
Nuw-air ae Propellers; and Form 2209, which illustrates the 7 
Nu-air Windofan No. RW 240 or RW 200. 


2046—Household Electrical Appliances. Dominion Electric 
Corp., 120 Elm St., Mansfield, Ohio, offers catalog information 
and detailed specifications on a complete line of table appliances, 
called “Family Favorites.” 
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806 Peachtree St., NE 
Atlanta 5, Ga. 


Gentlemen: 


Please send me the bulletins and catalogs indicated. 


(Print Plainly) 





January, 1951 


Cirele numbers below, Bulletins and 
catalogs will be mailed promptly. 
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COMPLETE UNITS COME 

READY TO INSTALL 

Make installation faster, easier, more profitably with 
Chromalox Units. There’s no assembling of parts! A 
screwdriver and pliers are your only tools. 


SMALL ASSORTMENT OF ADAPTOR 
RINGS FITS ALL ELECTRIC RANGES 
Only Chromalox gives a selection of units and adaptor 
rings that permits proper fit of all range openings. For 
example 

Adaptor RFGSR fits most openings 6%4"’ to 72" 

Adaptor RFOR fits most openings 8%’ to 91.” 
All of which means—a small stock of Chromalox Adaptor 
Rings will service most ranges in your community. 


ADJUSTABLE HOLD-DOWN CLIPS FOR 

PERFECT FIT ON ANY RANGE OPENING 

Easily adjusted clips on Chromalox Adaptors permit 

perfect, rattle-free fit. Servicing is simplified —cus- 
| tomers better satisfied. 


| ALL PARTS SEPARATELY REPLACEABLE 
No need for a completely new unit if you use Chromalox. 
Just replace the worn part right on the spot... and you 
have a first class unit that’s good as new! Customers 
appreciate Chromalox economy 


Ss Get the Full Story Today— 


Write for Bulletin RU-149 which shows 
o| you how to make more money serv- 
\ icing ranges the Chromalox way. 


Cir ROMALOX Supreme Ul 


for everything a good cook expects nc-ae | 


EDWIN t. WIEGAND COMPANY . . 7600 THOMAS Btvo., , PITTSBURGH 8, , PA, | 














B. Rogers, 1000 Peachtree St., N. E., Atlanta, Ga.; L. R. Ward Co., 2711 Commerce S&t., 
Dalles 1, Texas; 932 M & M Bidg., Houston 2, Texas; 1511 Louisiana St., New Orleans 15, La.: 


1619 So. Boston St., Tulsa 5, Okla.; W. R. Phillips, P. O. Box 2561, Raleigh, N. C.; W. R. 


Phillips Jr., "3125 Lamb Ave., Richmond 22, Va. 








Are You Making Use 
of Our 


Reader Service? 


The editorial and business 
staff of ELECTRICAL SOUTH 
is eager to serve you. One 
way in which we can help you 
is to make it easy for you to 
draw upon the wealth of tech- 
nical and promotional ma- 
terial available from manu- 
facturers. 

In the accompanying pages 
are the descriptions of scores 
of useful catalogs, applica- 
tion information booklets, and 
technical publications. These 
are available without charge. 

Check over the list of pub- 
lications available, circle the 
numbers of the ones you 
need, and mail the coupon 
to us with your name, title, 
company and address plainly 
written. We will tell each 
manufacturer to send directly 
to you the information you 


The staff of ELECTRICAL 
SOUTH will be glad to help 
you with other problems. They 
will obtain expert advice for 
you on both technical and 
business problems. The serv- 
ices of a number of consul- 
tants are available. Whether 
your problem relates to sales 
promotion, lighting or wiring 
layouts, applications of the 
National Electric Code, or 
equipment application, it will 


receive careful attention. 


Address your requests to: 
Reader Service 
ELECTRICAL SOUTH 
806 Peachtree St., NE 
Atlanta 5, Ga. 














2056—Radiant Heaters. Edwin L. Wiegand Co., 7500 Thomas 

Bivd., Pittsburgh 8, Pa., has prepared a portfolio of Chromalox 

Radiant Heater a eports. In addition, the portfolio 

—— ces sheets and technical data on the Chromalox 
eaters. 


2058—Exhause Fans. A new Emerson-Electric Exhaust Fan 
catalog, illustrating and describing in detail this line of fans for 
all types of buildings, is offered by the Emerson Electric Mfg. 
Co., 81st and Flurissant Ave., St. Louis 21, Mo. 


2064—Electric Fans. An attractive, 8-page, 62nd Season Cata- 
log of Zephair fans has been made available by the Hunter 
Fan & Ventilating Co., P. O. Box 2858, Memphis 2, Tenn. 
A comprehensive description of this company’s products is giv- 
en, with complete specifications and dimensions. 


2066—Shutters & Dampers. A 12-page catalog (No. 46) is 
available from the Elgo Shutter Mie Co., 2738 W. War- 
ren Ave., Detroit 8, Mich., describin the 17 different types of 
shutte rand dampers manufactured by them, and as used in 
cennection with ventilating and air-conditioning installations. 


2070—Zephair Fans. Hunter Fan and Ventilating Co., Inc., 
400 So. Front St., Memphis, Tenn., offers a new 8-page cata- 
log containing detailed information on the Hunter Zephair 
Fans, for home and industry. 


2072—Reed Unit-Fans. Two new 8 page booklets on unit-fans 
have been published by Reed Unit-Fans, Inc., 1001 St. Charles 
Ave., New Orleans 8, La. Material included in these booklets 
covers design, accessories and installation of the Reed window 
and attic fans respectively. 


 2074—Ventilating Fans. The complete line of C & H venti- 
lating fans is pictured, with dimensions and details, in a new 
24-page catalog. Described are exhaust fans, window fans, air 
circulators, portable and desk fans, and fan accessories such as 

les and shutters. C & H Air Conditioning Fan Co., Inc., 
603 DeKlab Ave., NE, Atlanta, Ga. 


2078—Sales Helps. A variety of sales helps, including Sound 
Slide Colored Training Films, How to Sell Booklets, Consumer 
Pieces, Specification Sheets, Demonstration Kits, Display Cards 
and Promotion Kits for selling and demonstrating General 
Mills Home Appliances—Pressure Quick Saucepan, Tru-Heat 
Iron and Steam Ironing Attachments are available to dealers 
from General Mills, Inc., Home Appliance Dept., 1620 Cen- 
tral Ave., Minneapolis 13, Minn. 


2080—Water Heaters. Information is available about the 
“SEPCO” Electric Water Heater from the Automatic Electric 
Heater Co., Pottstown, Pa. Literature available describes sev- 
eral exclusive features in the “SEPCO” line of round and table 
top heaters. 


2088—Air Circulators. Vornado’s complete line for 1950 - 

sented in a four page, three color catalog sheet (Form 9060 

includes a wide variety of desk, pedestal, tabletop turnabout, an 

turnabout window fans. Also available is a descriptive folder 

on Vornado’s new turnabout casement window fan (Form 9082). 

| a O. A. Sutton Corporation, 1812 West Second St., Wichita, 
nsas. 


2090—Fan Blade & Baffle Outfit. An illustrated catalog page 
describing their Knock Down Fan Blade & Baffle Outfit has 
been announced as available from S. J. Stewart (Electric), 527-31 
St. Joseph St., New Orleans 12, La. 


2092—Air Circulators and Window Fans—The Complete Line 
of Kisco Floor Model Air Circulators and Portable Window 
Fans for 1950 is illustrated and described in a series of two- 
color catalog sheets and envelope stuffers available to the trade. 
A Special Sales Manual containing product and sales informa- 
tion is available for use by Dealers handling Kisco Products. 
Kisco Company, Inc., 2400 Dekalb St., St. Louis, Mo. 


2094—Marquette Refrigerators. Informative catalog pages and 
specifications are available from Marquette Appliances, Inc., 307 
. Hennepin, Minneapolis, Minnesota. 


2096—Marquette Home Freezers. Your information on Mar- 
quette’s super 6 cu. ft. capacity, their popular 11% cu. ft. 
Marquette freezer and their “Big Value” super 8 cu. ft. is 
available from the Marquette Appliances, Inc., 307 E. Henne 
pin, Minneapolis, Minnesota. 


2098—Marquette Electric and Gas Water Heaters. Twenty- 


three models assure a water heater for every need. A four-pag 
folder explains the features of the Marquett watr hatr lin 
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and may b secured through Marquette Appliances, Inc., 307 E. 
Hennepin, Minneapolis, Minnesota. 


2100—Marquette Electric Ranges. An individual catalog and 
specification sheet is available on each of the four popular 
Marquette range models from Marquette Appiiances, Inc., 307 
E. enatbia, Minneapolis, Minnesota. 


2102—Marquette Gas Ranges. Five beautiful models covering 
the entire desires of any housewife featured in color and with 
individual specifications and catalog pages may be secured from 
Marquette Appliances, Inc., 307 East Hennepin, Minneapolis, 
Minnesota. 


2104—Marquette Home Laundry Equipment,—Includes Wash- 
ers, Dryers, and Ironers. For well-illustrated catalog pages that 
bring out the features and selling points of this popular priced 
laundry equipment write to Marquette Appliances, Inc., 307 E. 
Hennepin, Minneapolis, Minnesota. 


2106—Fan and Centrifugal Blowers. Catalog No. 513-B. 
Vital specifications 1950-Fresh-Air Maker Fans-Hy Duty Cen- 
trifugal Blowers. Attic, Portable, Window, Exhaust fans. Single 
and double inlet blowers. Ventilating Division-Schwitzer-Cum- 
mins Co., 1125 Mass. Ave, Indianapolis, Indiana. 


2108—Household Refrigerators, Farm and Home Freezers, 
Electric Ranges. Complete information regarding Coolerator 
space-saver “motor on the back” refrigerators, a revolutionary 
new combination freezer-refrigerator and automatic seven heat 
"oe a electric ranges. Write Coolerator, Duluth 1, 
Minnesota. 


2110—Select-A-Range. Landers, Frary & Clark, New Britain, 
Conn. Eight page folder giving full information on Universal's 
revolutionary new Select-A-Range with the Convenience Level 
Oven. Illustrates various parts of range; six Royal Barry Wills 
kitchens and tells how to install it. 


2112—Oil Heaters. An elaborate colorful 16 page catalog, 
entitled “Nescontrol Heating” describing and illustrating the 
complete Nesco line of Fuel Oil Heaters and Kerosene Heatemg, 
is available from the National Enameling and Stamping Com 
pany, 270 N. 12th St., Milwaukee 1, Wis. ‘ 


2114—Electric Heataires. A new, colorful, twelve-page booklet 
from Markel Electric Products, Inc., 145 Seneca St., a 
N. Y., unveils a complete line of wall-attachable, well-reces: 
and portable heaters. Heetaire models for every room in the 
house and other applications are described. 


2116—Replacement Heating Units—For electric water heatem. 
Information on the complete line of various wattages, voltages, 
and shapes of water heater units of the Immersion Type 
be obtained by writing to Tuttle & Kift, Inc., 825 N. Conte 
Ave., Chicago 39, Illinois. } 


2118—Electric Fans—Robbins & Myers, Inc., Springfield, O 
offers an attractive, 20-page illustrated catalog covering 
standing features, design details, and performance ratin 
R & M domestic, commercial and industrial fans for 19 
Special material available covering new 10” and 12” desk fa 


2120—Everhot Electric Housewares—Colorful literature amd 
full information is available showing the complete line of Evér- 
hot Electric Housewares including Roasters and their accessor 
Roasterettes, Heater and Heater Fans, Rangette and Elec 
Blankets. This literature lists specifications and is available from 
Swartzbaugh Mfg. Co., 1336 W. Bancroft St., Toledo, Ohio. 


2122—Surface Heating Units—For electric ranges. Com- 
plete information on fitting the famous TK Monotube Elec- 
tric Range surface heating units into all types of electric ranges 
can be obtained by requesting the replacement manual from 
Tuttle & Kift, Inc., 1825 N. Monitor Ave., Chicago 39, Illinois. 


2124—Evaporative Air Coolers—Home and commercial. Essick 
Manufacturing Company, 1950 Santa Fe Avenue, Los Angeles 
21, California, offers its complete line of eighteen models, rang- 
ing from 1500 CFM one room fan type coolers to 12,500 CFM, 
industrial building coolers. Featured this year is the Revolu- 
tionary “Pour-In’’ type, completely self contained washed air 
room cooler. Write for further information. 


2126—Attic and Window Fans. A 14-page folder illustrating 
and describing Bar-Brook fans is available from Bar-Brook Mfg 
Co., Inc., 6135 Linwood Ave., Shreveport, La. List price and 
suggested net-dealer cost schedules are also included in the folder 
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Sign this lranchise 





Aitter you’ve seen all others, see the new 1951 Deepfreeze 
Appliances ! You’ll sign the Franchise with a Future because it gives you the 
appliance line America will want this year and for years to come! The 

wonderful new Deepfreeze Appliances feature new convenience, new 
beauty and revolutionary new features. They’re dramatically different... 
they represent the advanced improvement dealers and consumers 
expect from this Famous Name manufacturer ¢ In 1951—as always— 
Deepfreeze can be the profitable mainstay of your business. Get the 
complete appliance picture for ’51... see the great new Deepfreeze line. 
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Public Pemand Quadrupled! 


Sates of Deepfreeze Appliances were four times greater last year than in 1949! 
Every Deepfreeze Dealer can sell all the Deepfreeze Appliances he can 
get now ...and next year he’ll get even more ! To meet its fast-growing demand 
Deepfreeze has expanded production facilities with a modern new plant. This 
means a new opportunity for more Deepfreeze Dealers to build their 

businesses with the fastest growing appliance line in the industry ! Take advantage 

of this remarkable opportunity—P.D.Q.! Join the aggressive family of 

appliance dealers who are going places with Deepfreeze ! 





ON DECEMBER 1, 1950 . . . this new 
plant, located one mile west of Lake Bluff, 
Illinois, on Skokie Highway, wos com- 
pleted. it will be devoted exclusively to 
the production of Deepfreeze Refrigerators. 








In °S1-—Go Buy the Name— 


Deenireeze 


TRADE-MARK REG. U. S. PAT. OFF. 


HOME FREEZERS + REFRIGERATORS « ELECTRIC RANGES ELECTRIC WATER HEATERS 
DEEPFREEZE APPLIANCE DIVISION, MOTOR PRODUCTS CORPORATION, NORTH CHICAGO, ILLINOIS 


© 1951 Deepfreeze Appliance Division, Motor P roducts Corporation 





SSCHCSSSSSHESESSSSESSSSSESSESESSSSSSESSSSEEHSESSESEHSEESHHEHSHEHSEHHEHHE EERE HBEHO HEHEHE BETHESTES 


See Your Distributor...P. D.@Q. >—> or Send Coupon for All the Facts! 
for details about the greatest 


appliance franchise in 1951! 


Your Deepfreeze Franchise gives you a head 
start for greater profits in 1951! Have your 
Deepfreeze Distributor explain it in detail 
... find out how Deepfreeze helps you sell. 
You can share in the great new Deepfreeze 
profits from the very start! 


Deepfreeze Appliance Division 
Motor Products Corporation, North Chicago, Illinois 


Gentlemen: I’m interested in the best appliance franchise 
for 1951! Send me the complete story P.D.Q. 


Name 


Sheel 








eevee oeeeeeeeeeeoe 


Cily__ oe Hate 
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During evening hours, this kitchen 

planning center is kept brilliantly 

lighted. Parking convenience and 

wide choice of flat-priced model 

kitchens bring kitchen service to 
the customer. 


by Robert A. Latimer 


WouLd You Like TO HAVE A 


@ ImPoRTANT NEwsS in the south- 
eastern appliance field was com- 
pletion recently of the beautiful 
new kitchen planning center of 
W. W. Ellett & Son, long-estab- 
lished dealers of Richmond, Va. 


Unlike most veteran contrac- 
tors who either remodel existing 
office buildings into retail show- 
rooms, or move into a handsome 
new showroom away from the 
original headquarters, the Ellett 
‘concern, under the direction of 
W. W. Ellett, and Gene R. Davies, 

les manager, split with tradi- 
ion by separating the two fields. 

ll_ installation. operations are 

ow carried out at the office at 

01 Seminary Ave., Richmond, 

hile the manifold interests of 

erchandising fixtures, major 
ome appliances, electrical equip- 
ment, and complete model kitch- 
ens has been transferred to a 
handsome, centrally located new 
showroom at 6915 Lakeside Ave., 
many miles away. 





The new kitchen planning cen- 
ter has a 40-foot front with huge 
windows on either side, giving a 
clear view of model kitchens, ap- 
pliances, and fixture displays. Lo- 
cated on a heavily traveled boule- 
vard leading into a residential 
suburb, the store has brought 
kitchen service to the customer 


- Providing a separate center for model kitchens 


enables this dealer to offer attractive services 


During the evening hours, the 
store is kept brilliantly lighted, 
with panels of wallpapers, bright 


through parking convenience, 
nearness, and a wide choice of 
flat-priced model kitchens ap- 


pearing in the showroom. 


pastel colors, and the “white 


Kitchen novelties such as built- 

in leather booths, kitchen bars, 

circular benches, ete., are easily 

worked out for the customer. 

Samples are on display so that 

she can visualize them in her 
own kitchen. 





ITCHEN PLANNING CENTER? 


goods” clearly visible from long 
distances away. Across the upper 
paneling of a dividing partition 
at the rear of the store, in letters 
eight inches high, is the slogan 
“Let Us Plan Your Modern Kit- 
chen!”—a suggestion which car- 
ries a lot of weight with Rich- 
mond homeowners. 

Within the new showroom, the 
Ellett concern offers the home- 
owner a complete planning and 
installation service, ranging from 
the smallest single cabinet to the 
most complex, complete kitchen. 
The company can furnish natural- 
ly fitted electric’ appliances ac- 
cording to suburban or metropoli- 
tan requirements, as well as a 
complete choice of wood or steel 
cabinets. 

Contrary to the usual one- 
brand policy which has been fol- 
lowed by many dealers entering 
the kitchen field, Ellett’s kitchen 
planning center is franchised to 
handle several leading lines of 
kitchen equipment and applian- 
ces, providing plenty of freedom 
in supplying what the customer 
wants, by name and type, without 
restriction. 

“This is an extremely impor- 
tant point in satisfying the public 
as a whole,” it was stressed. 


“Most homeowners have strong 
ideas on the satisfaction of vari- 
ous appliance brands, and if the 
dealer is required to stick to some 
other competing line, he has far 
less opportunity of attracting 
them.” 

Actual tile work, painting, floor 
covering, and carpentry are sub- 
contracted by the kitchen plan- 
ning center, to a list of reliable, 
guaranteed artisans whom Mr. 
Davies can depend upon to do the 
job when assigned, and do it right 
the first time. 


Actual tile work, painting, floor 
covering, and carpentry § are 
sub-contracted by the kitchen 
planning center. Thus they can 
concentrate on giving the cus- 
tomer the kitchen she wants, 
and in any of the leading lines 
of equipment and appliances. 





Within the new showroom, W. 
W. Ellett & Son, Richmond, 
Va., offers the homeowner a 
complete planning cn installa- 
tion service, ranging from the 
smallest single cabinet to the 
most complex, complete kitchen. 


The sales manager personally 
visits most bath and kitchen re- 
modeling projects in process, and 
sees to it that all time-saving 
short cuts and prefabrication pos- 
sible is used to save on ultimate 
installation cost. 


Result of Personal Visits 


As a result, every Ellett instal- 
lation has resulted in a pleased, 
enthusiastic customer. The kit- 
chen planning center will use 
completed jobs in Richmond 
homes as examples in later sell- 








When calling on prospects, salesmen carry a miniature model kitchen kit 


which permits the housewife to design her own kitchen. 


The salesman then 


estimates the cost of the entire job, and before leaving her home can sub- 
mit the actual cost of installation. 


ing, as well as the model kitchens 
lining the wall in the Lakeside 
Avenue showroom. 

Promotion takes many forms. 
First, the Virginia firm is running 
two display ads weekly in local 
newspapers, in the evening on 
Tuesday, and the morning on Fri- 
day, when it is believed the larg- 
est number of housewives are 
reached. Along with this, daily 
radio spots, averaging six per 
week, point out, “Let the Kitchen 
Planning Center Estimate Costs 
of a Modern New Kitchen for 
You!,” over a leading Richmond 
station. Kitchen equipment 
manufacturers co-operate with 
Mr. Davies in running this heavy 
ad program every week, which in 
turn has made possible a steady 
tream of prospects. 





How Follow-ups are Handled 


Prospective kitchen remodelers, 
whether referred to the firm by 
previously sold customers, drop- 
ping in from busy Lakeside Ave- 
nue, or telephoning in responding 
to advertising, receive quick at- 
tention from Mr. Davies’ crew. 

First, four outside men are 
available to follow up each tip. 
Arriving at the home, the sales- 
man carries a miniature model 
kitchen kit, which »permits the 
housewife to move around tiny 
cabinets and refrigerators, tables, 
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etc., to design the type of kitchen 
she would like to have installed. 

On the job, the salesman, train- 
ed for the purpose, estimates the 
cost of the entire job, adds up the 
unit price of various components, 
labor, etc., and subtracts trade-in 
appliances, etc. Before leaving 
the home, the salesman has a 
practical estimate to be submitted 
on a special form, always within 
a few dollars of the actual cost of 
installation. This swift service, 
combined with the handsome ex- 
amples which the prospect sees 
upon arriving at the kitchen plan- 
ning center, has been responsible 
for an unending stream of new 
contracts. 

A design office in the center is 
equipped with all facilities for in- 
novations and special treatment 
in kitchen installation. Such no- 
velties as built-in leather booths, 
kitchen bars, circulator benches, 
etc., can be easily worked out, 
with samples on display, as illu- 
strated. 

The Ellett organization has 
specialized in both new and re- 
pair electrical work for the past 
two decades in the Virginia me- 
tropolis, adding one sideline after 
another as evidence of a market 
developed. Before World War II, 
the company was leading the 
southern Virginia area in auto- 
matic electric water heater sales, 


and had set up modern display 
backgrounds at the Seminary 
Avenue address. 

With an energetic sales training 
program, aimed at educating em- 
ployees out on the job to look 
for prospective sales possibilities, 
retailing rapidly grew to be an 
important factor in Ellett’s every- 
day operations. Shortly follow- 
ing the end of the war, when it 
was possible to obtain many 
equipment items for the home, 
the Virginia contractor was offer- 
ing stoker, gas, oil, and other 
automatic heating equipment, and 
in the appliance bracket, sinks, 
ranges, cabinets, base cabinets, 
dishwashers, garbage disposal 
equipment, automatic laundry 
units, conventional washers, re- 
frigerators, and a thorough cover- 
age of parts and accessories. 

A staff of two outside salesmen, 
in addition to Mr. Davies, W. W. 
Ellett, Jr., and head of the firm 
W. W. Ellett, Sr., found a wide- 
open market for all of these ap- 
pliance lines. “In almost every 
instance, the fact that we are well 
known in both the new installa- 
tion and repair fields had a lot 
to do with making sales,” Mr. 
Davies said. 


Merchandising Problem 


“We found that the homeown- 
er already well-satisfied with an 
Ellett repair job was readily dis- 
posed to buy his appliances as 
well from us, and that our prin- 
cipal merchandising problem was 
merely letting enough people 
know that we carried a full- 
rounded home appliance and fix- 
ture line.” 

A continuous program of news- 
paper advertising, radio spot an- 
nouncements, direct mail, and 
other forms of promotion did this 
job for the Virginia firm. Results 
were that near the end of 1949, it 
was obvious more space was ne- 
cessary. In the meantime, with a 
staff of mechanics, making the 
firm able to contract all of the 
steps in kitchen remodeling, the 
large unit sale was becoming far 
more important. W. W. Ellett & 
Son found that it could readily 
sell complete kitchen installations 
almost as easily as a single sink 
or cabinet job—through ability to 
contract the entire installation 
and bill it on a single invoice. 
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PRODUCT PROMOTION 


ways to dramatize the electric blanket 


St. Louis dealers favor stunt promotions 


as best merchandising method 


@ ALTHOUGH THERE ARE many 
ways in which the appliance deal- 
er can boost electric blanket sales, 
probably none has had so consist- 
ently good effects as stunt promo- 
tion, according to a survey made 
of appliance dealers in the St. 
Louis, Mo., area. 

“It is surprising, even though 
the electric blanket has been on 
the market more than 10 years, 
how few people have ever touch- 
ed one, or know anything about 
their use,” an official of Brandt 
Electric Company in downtown 
St. Louis indicated. 

“Recently, to find out for our- 
selves, we began querying every 
customer entering any of our de- 
partments as to how much they 
knew about electric blankets. We 
were amazed to find that only one 
in 20 had ever snapped the switch 
on one, and that most of the peo- 
ple concerned merely felt that 
the electric blanket was too ex- 
pensive, and let it go at that— 
making no further attempt to 
learn its advantages.” 


Window Displays 


Brandt Electric therefore built 
up promotion heavily on the elec- 
tric blanket inventory. This in- 
cluded a window display, in con- 
tinuous use during the entire win- 
ter season, showing five well- 
known makes grouped around a 
sign which asked, “Tired of heavy 


by John Greenway 


covers? One electric blanket will 
give you the sleep of your life!” 
Grouped in the center were book- 
lets and literature from each 
manufacturer, with their guaran- 
tees blown up on enlarged cards, 
to indicate reliability. Ribbon 
signs across each blanket were 
lettered, “Sleep in warm comfort 
in a subzero room”—‘“No shivers 
under this blanket” — “You're 
really living with an _ electric 
blanket,” etc. Meanwhile, inside 
the store, all salespeople button- 
holed every possible prospect 
with an intense salestalk on elec- 
tric blankets, and invited them 
to feel the temperature of one 
blanket spread out on a table. 
James Electric Company, some 


James Electric C 


thi 


years back, introduced a stunt 
promotion which has been selling 
electric blankets successfully ever 
since. This was to bore a round 
window in the front of a 10-cubic- 
foot refrigerator in which a plas- 
tic window was inserted. Through 
this window, visitors to the store 
could see a tightly rolled-up elec- 
tric blanket with a projecting 
thermometer which read 80 de- 
grees, while another standard re- 
frigerator showed that interior 
temperature was 30 degrees. 

Interested prospects were in< 
vited to open the box and feel the 
blanket—with its warmth readily 
recognizable. Needless to say, the 
unique display got a lot of atten= 
tion, and electric blankets were” 
sold by the hundreds each winter 
while the converted refrigerator 
display was in use. 

Later on, a similar display was) 
used with a blanket operating in- 
side a 10-below-zero home freezer 
cabinet — which didn’t involve) 
cutting into the box for a window, 

The same firm was responsible 

(Continued on page 96) 
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od 


for this window display, topped off 


with two 10-inch circular signs representing outside and bed covering tem- 
peratures. A full description of the display is included in the article. 
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8 SALES TRAINING 


Cite 





How to use a mobile unit 


in training new salesmen 


This company claims the new sales training medium provides 


the spark plug for field training, makes salesmen get out and work, 


and instructs men who have had little or no previous training. 


@ “You CAN HAVE the best motor 
in the world, but it won’t run 
‘without a spark plug,” says 
George Bates, president of Home 
Equipment Company, 2529 Sum- 
mer Ave., Memphis, Tenn. “We 
think we have an excellent spark 
plug for our sales training motor 
in the form of a mobile unit for 
training new salesmen.” 
According to George Bates, the 
main weakness in the training of 
their new salesmen was in the 
lack of field training. This mobile 
unit, which has been used for con- 
centrated training for several 


by Frances J. Black 





Left to right are George Bates, president, Home Equipment Com- 

pany, Memphis, whose company utilizes the mobile training un‘t; 

R. E. Creswell, with the Frigidaire organization; John McGregor, 

Frigidaire distributor in Memphis; and R. L. Bates, Jr., sales 

training and promotion director of Home Equipment, and origi- 
nator of the unit. 


months, takes care of that defi- 
ciency in three ways—providing 
the spark plug for the entire sales 
training system, making the sales- 
men really get out and work, and 
serving as a training unit for men 
who have had little or no previous 
training. 

When a trainee is first hired by 
the company, he undergoes a 
week’s training in the store. A 
special room is set aside for this 
purpose in which the trainee 
learns about the store and its 
services from A to Z. He sees 
manufacturers’ movies on prod- 
ucts (a projector and screen are 
available in the room); he studies 
products, their uses, advantages; 
and he learns something of the 
background of the company, their 
policies, and their personnel. 

After a week’s intensive train- 
ing, the trainee is ready to attend 
sales meetings with the 35 sales- 
men who work for Home Equip- 
ment. Sales meetings are held 
five mornings a week, Monday 
through Friday, from 9:00 until 
10:00. Here the trainee, as well 
as salesmen, learns how to sell 
the products and services avail- 
able at Home Equipment. 

“We can tell the trainee just 
about everything he needs to 
know about how to sell,” says 
George Bates, “but what he really 
needs is experience in selling. 
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Not only does the trailer provide sales training, but it 


This is where the mobile train- 
ing unit comes in. 

“Immediately following the 
sales meeting each morning for a 
month, our four trainees and their 
supervisor, board the trailer and 
go out for some real concentrated 
sales training—cold canvassing.” 

The unit operates from 10:00 
am. until 5:00 p.m., and the 
trainees really work! All areas of 
Memphis are being methodically 
canvassed. When one area has 
been worked, the trailer moves on 
to another. Since the company 
also handles home improvements, 
run-down houses are a good stop 
sign. And if the trainee is able to 
enter the house, after introducing 
himself and explaining what com- 
pany he represents and the serv- 
ices his company offers, he can 
determine what further improve- 
ments could be made on the in- 
side of the home, as well as what 
appliances are needed. 


How the Trailer is Equipped 


The fact that the trailer is 
equipped with major appliances 
and home improvement demon- 
strations (two trailers are alter- 
nately used—one contains appli- 
ances and the other home im- 
provements) gives the trainees an 
opportunity to bring the house- 
wife out to the trailer for a real 
live demonstration. No sales are 
made on the trailer, however. 

Sides of the trailer carry adver- 
tising messages. All appliances 
are hooked up and ready to op- 
erate. This advantage, as well as 
the use of lights, heat, and air con- 


ditioning, are made possible 
through the use of a 110-volt, 
2500-watt generator which sup- 
plies the power. The generator, 
which was purchased at an Army 
surplus store, will run two hours 
on one tank of gasoline. In case 
the trainees are caught in rain, 
they can remain comfortable in 
the trailer, as can the prospects. 
The truck that pulls the trailer is 
a 15-foot, half-ton Chevrolet pick- 
up. 

While the trainees are canvass- 
ing, the supervisor himself is at 
liberty to accompany the trainees 
and listen in on their sales talks, 
or to do some canvassing himself. 
One of his main contributions to 
the trainee’s knowledge is to tell 
him how to distinguish prospects 
from suspects. 


The supervisor, who is one of 
the regular salesmen, was picked 
for the job because of his leader- 
ship and ability to handle men. 
The job was made attractive 
enough for him to want to take 
it on, and he is paid a salary plus 
commission. The trainees them- 
selves are on salary only for the 
month they are on the trailer, and 
they are then put on salary and 
commission. 

The name of each prospect talk- 
ed to by the trainees is entered 
on a form, along with the appli- 
ances and home improvements 
needed by that particular pros- 
pect. These sheets, containing the 
leads gathered by each trainee for 
every day he goes out on the 
trailer, are turned over to Mrs. 
George Bates, who keeps a file 
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pays for itself — one sale a day pays operating expenses. 


on them. The leads are then pro- 
rated to the 35 salesmen with the 
company. 

The third step in the trainee’s 
daily schooling — the first two 
were sales meetings in the morn- 
ing and cold canvassing during 
the day—takes place at night. The 
trainee who turned in a lead, 
which was given to a regular 
salesman, now goes back that 
night — in the trailer — with the 
salesman to watch him tell the 
sales story. He silently compares 
his own sales presentation, given 
to that same prospect during the 
day, with that of the experienced 
salesman. Rarely does the trainee 
enter into the discussion at night, 
for the company feels that it often 
confuses the prospect to listen to 
more than one salesman. 


Use of the Trailer at Night 


The trailer is lit up when it is 
taken out at night, and the advan- 
tages are many. First, it is always 
well-lighted, which helps the 
salesman in his demonstrations. 
Second, it attracts attention while 
it is being driven around and even 
while standing still. Third, every 
salesman with the company knows 
where the trailer is each night. 
If he is having difficulty closing 
a sale and wishes to make a dem- 
onstration, he merely drives over 
to the trailer with his prospect. 

“The beauty of the system,” 
claims Mr. Bates, “lies in the fact 
that we have never failed to rea- 
lize business from using this trail- 

(Continued on page 96) 
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LOOKING AHEAD 


5 JOBS THAT 1951 HAS IN STORE 


PROMOTING APPLIANCES 


by Roger H. Bolin 


Assistant to Vice-President 
Westinghouse Electric Corp. 
East Pittsburgh, Pa. 


@ As WE LOOK at today’s market, 
and as we try to look ahead to 
what 1951 will bring, we find that 
there are a number of things that 
need doing. These are jobs that 
should be begun or done regard- 
less of the times. Should we be 
faced by appliance shortages, be- 
cause of the national prepared- 
ness effort, our customers will 
have a dollar surplus, because of 
that same effort. We must see to 
it that they reserve a share of that 
surplus for electrical appliances 
against the day when we can de- 
liver our goods. These jobs will 
go far toward that end. 

If, by chance, we find ourselves 
with plenty of appliances in 1951, 
these jobs will stand us in good 
stead in setting the selling pace 
they may require. 

The first big promotional job 
that needs doing is— 


Demonstrate to Sell 


Capitalize on the wide public 
acceptance of electric appliances 
by live demonstration. Don’t let’s 
just tell ’em about these wonder- 
ful products—show ’em. Demon- 


These timely remarks by one of the 
best known authorities on home ap- 
pliance merchandising are abstracted 
from a talk made before the recent 
meeting of the International Associa- 
tion of Electrical Leagues. 
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stration is still the best form of 
selling. It might seem like old stuff 
to emphasize demonstration as the 
key to more sales. But it has been 
the postwar worry of manufactur- 
ers and distributors alike that 
many retailers failed to train and 
equip their salesmen to demon- 
strate the product effectively—to 
actually show the housewife how 
the product can save time, and 
money, and labor. 

This lack of good demonstration 
became particularly acute back in 
the first five months of 1949 when 
sales slowed up, and goods backed 
up in inventory. The public want- 
ed to buy—but needed to be ef- 
fectively sold. We had the ac- 
ceptance! But good salesmanship 
at the dealer level was lacking— 
demonstration seemed to be a lost 
art. 

As proof of the value of good 
demonstration, I'd like to tell you 
a story out of our own experience. 
It concerns our own Studio One 
television program, a one hour 
dramatic show on the full Colum- 
bia network each Monday eve- 
ning. T.V. offers a third dimen- 
sion to our advertising dollar. It 
permits live demonstration of the 
product before prospective cus- 
tomers. Between the acts of Stu- 
dio One, Betty Furness—a former 
motion picture actress—performs 
a one to two minute demonstra- 


tion of some appliances. One week 
it is Laundromats and dryers. An- 
other week it is refrigerators, and 
so on. 

To give you one example of 
how successful these simple dem- 
onstrations have been on Studio 
One, this summer Betty Furness 
demonstrated a Mobilaire fan. 
Now this Mobilaire is not a low- 
priced fan. It retails for $69.95. 
But here are the results of just 
one effective demonstration of the 
Mobilaire fan on our TV program. 

In Chicago one distributor, the 
day following Betty Furness’ 
demonstration, moved 890 Mobil- 
aire fans. Dozens of dealers in 
other parts of the country report- 
ed they were completely sold out. 
This remarkable sales result was 
accomplished by a good demon- 
stration in spite of the fact that 
the summer was one of the cool- 
est in 25 years. 

Some retailers have taken ad- 
vantage of this art of demonstra- 
tion and are really making it pay 
off. But too many dealers take 
the path of least resistance. Ac- 
tually a person buying a two or 
three hundred dollar electrical ap- 
pliance, or even one for $10 wants 
and is entitled to a good demon- 
stration. 

Even if the product is short, 
even if the prospect has had her 
name on the list for several weeks, 
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FOR THE APPLIANCE DEALER 


IN TODAY’S MARKET 


even though she is completely 
pre-sold—there is great value in 
demonstrating to her how she can 
get the most out of it by proper 
use. It not only does her a favor 
—it also keeps selling her the 
value of electric appliances. But 
most important, it sells her on the 
store she is buying from. 

Now it’s a good thing to dem- 
onstrate, but it’s a lot better if a 
salesman can demonstrate with a 
live appliance. It’s one thing for 
a salesman to go through the mo- 
tions of how an automatic washer 
works. It’s quite another thing 
for him to wash a load of clothes 
right in the store. 

It’s one thing to tell how cold 
a refrigerator is, but it’s much 
more convincing to prove it, using 
ice cream, frozen foods, ice cubes 
and the like. 

It’s important to stress how fast 
a range unit is, but it’s much 
more impressive to show how fast 
it is right in front of the customer. 

It’s much stronger selling to 
show how soft and fluffy clothes 
are that come from a dryer than 
it is merely to tell about it. 

A second job that needs doing 
in my opinion is to: 

Take a New Look at an Old Line 


Electrical Housewares 


Back in 1888, George Westing- 
house hooked some fan blades on 


a motor and put it on the market. 
That was the birthday of the elec- 
tric appliance industry. 

By 1939, it looked like the fan 
business had achieved a satura- 
tion. Air conditioning was com- 
ing into its own, and it seemed 
logical that fans would be rele- 
gated to an unimportant replace- 
ment market. But let’s take a 
look at the record. In 1939, 1,- 
500,000 units were sold. But in 
1949, 2,800,000 units were sold at 
a dollar value of $50,000,000. This 
sales record proves that fans can 
hardly be called an unimportant 
market. 

In fact, while the big emphasis 
was being given to major appli- 
ances, the traffic appliance busi- 
ness has become a big business in 
its own right. Last year the in- 
dustry sold $500,000,000 in traffic 
appliances, or what the industry 
today calls electric housewares. 
Conservative estimates have been 
made that it will push up to a bil- 
lion dollars a year in the not too 
distant future. 

The reasons for the growth are 
quite apparent. In the first place, 
progressive obsolescence has kept 
the product new and in constant 
demand among old users. In the 
second place, new products are 
being continuously introduced— 
sandwich grills, french fryers, 
electric bed coverings, all add up 
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to the growing volume in this 
business. 

The more alert retailers are be- 
ginning to segregate electric 
housewares from major applian- 
ces. They separate them physi- 
cally and arrange attractive dis- 
plays. They watch separate op- 
erating statements on' these ap- 
pliances. They train special sales 
clerks, who know how to demon- 
strate and sell these appliances 
Then they plan special demonstra- 
tions and special promotion events 
just on these appliances. 

Probably the biggest thing 
that’s done, however, is special 
sales training on electric house- 
wares. That’s an old story on ma- 
jor appliances, but most sales peo- 
ple aren’t properly trained to sell 
these smaller items. By making 
sure their electric housewares” 
clerk or clerks know their stuff 
on these products, and know how 
to demonstrate them, they are 
making sure of doing a substan- 
tial, profitable business on these 
bread and butter items, week in 
and week out. 

Many particularly de- 
partment stores, have adopted the 
plan of concentrating on a differ- 
ent electric houseware item each 
week. This week the clerk tries 
to demonstrate an iron to every- 
one who comes in. Next week it’s 
a roaster. Next week it’s a fan, 
And so on. By concentrating on 
one item she gets confidence, she 
gets her story down pat, and 
eventually over the weeks she be- 
comes an expert saleswoman on 
all these products 

I believe this trend of looking 
at electric housewares as a sep- 
arate business is going to conti- 
nue. 

A third big job that should be 
undertaken is that of getting be- 
hind— 


stores, 


Major Appliance Newcomers 


Dishwashers, garbage disposers, 
home freezers and electric clothes 
dryers .. . . each of these prod- 
ucts has its own peculiar market 
ing problems. And the sales op- 

(Continued on page 94) 
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‘HOW WE HANDLE 
PROSPECT FILE RECORDS 


| 


by F. H. Myrick, 


Myrick Appliance Company 
Lubbock, Texas 


@ ONE OF THE most important 
steps which the current-day ap- 
pliance dealer must take, we have 
found, is to set up some type of 
black - and - white record system 
whereby he may insure that every 
prospect whose name is funneled 
into the store receives the utmost 
attention. 

In my many years of appliance 
merchandising in the Lubbock 
area, I have discovered that the 
names of prospects quite fre- 
quently become lost—and profit- 
able potential sales lost with 
them. Where the store handles a 
great number of prospects, parti- 
cularly with an outside salescrew, 
it is nothing unusual for a sales- 
man to forget about a prospect, 
after making the first telephone 
call, and become discouraged. 

Occasionally, tips passed along 


by satisfied users are never acted 
upon, simply because “the sales- 
man didn’t have the time.” All of 
these forgotten prospects repre- 
sent a lot of potential loss, and 


PROSPECT FILES 


may in many instances be cus- 
tomers who might have been sold 
if a little additional effort had 
been applied. 

To do away with any such pos- 
sibility, in our new appliance 
store on 19th Avenue in suburban 
Lubbock, we have worked out a 
duplicate prospect file system. 
Use of a permanent record, dupli- 




















INTERESTED IN (AT FIRST CONTACT) 





PRODUCT MOOEL NO. 



































(Left) F. H. Myrick, rear, advo- 
cates use of this duplicate prospect 
file system. Use of a permanent 
record assures that no prospect’s 
name is dropped until every effort 
has been made to sell him. (Above) 
The form is inserted in the sales- 
man’s notebook and also in the 
store’s master file. 
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cated in both the salesman’s and 
the store’s possession, sees to it 
that no prospect’s name is ever 
dropped until every possible ef- 
fort has been expended to sell 
him. In this way, we police the 
salesmen, not from a penalization 
standpoint, but rather to insure 
that each is constantly reminded 
of prospects he might have forgot- 
ten, and to extract the maximum 
amount of effort and sales effi- 
ciency from each man with re- 
spect to every prospect handed 
him. 

We obtain prospects from many 
sources, including cold canvass- 
ing, Dodge reports, building per- 
mits, tips from satisfied users, 
floor contacts, service mechanics’ 
recommendations, etc. All of these 
are compiled each evening in the 
store, and typed up into a list by 
a secretary, with name and ad- 
dress giving us a chance to break 
down the total number of prvos- 
pects into specific sections of the 
city. 

All of these are then distributed 
the next morning to three outside 
salesmen and two floor salesmen, 
who are likewise free to call on 
the outside, if necessary. We hold 
a sales meeting each morning, at 
which the prospects’ names are 
distributed. As much as possible, 
we like to keep every man furn- 
ished with the names of worth- 
while prospects, and to free him 
from the necessity of ringing 
doorbells on his own. 


Salesmen’s Equipment 


Our duplicated prospect file 
system fits ideally into this situa- 
tion. First, each man has been 
given a heavy leather notebook, 
6 inches long by 3% inches wide, 
small enough to slip into his coat 
pocket. This, with six rings con- 
tained within, is the salesman’s 
“pocket file,” which he carries 
with him at all times. The form 
which we have developed for per- 
manentiy registering each pros- 
pect’s name, fits into the note- 
book, where the six snap rings 
hold it firmly in place. Thus, the 
salesman always has this informa- 
tion at his fingertips, where there 
will be no chance of forgetting a 
name, address, or any other detail 
of a potential sale. 

The form which we use is in 


This dealer sends trade-in refrigerators 
to autobody shop for repainting 


“FARMING oUT” the responsibil - 
ity of repainting trade-in refrig- 
erators to a local autobody shop 
has resulted in doubled profits 
from trade-ins, and the ability 
to handle twice as many, for 
Myrick Appliance Company, 
Lubbock, Texas. 

Before he made arrangements 
with the autobody shop, which 
guarantees to completely refin- 
ish in white enamel all boxes 
brought in, for $10.00 each, F. H. 
Myrick, head of the firm, had 
difficulty disposing of the trade- 
ins. 
“Nearly every box which has 
seen more than a few years’ serv- 
ice in this area is badly in need 
of repainting,” he pointed out. 
“Possibly this is because of the 
fact that high aridity keeps the 
paint brittle, and likely to chip. 
We attempted to paint some of 
them ourselves, but found that 
the investment in spraygun, ven- 
tilating fans, filters, etc., did not 
warrant itself. 

“To see whether we could do 
the job more efficiently by farm- 
ing the refrigerators out to an- 
other source, I made a canvass 
of bodyshops, the type that re- 
build wrecks, until I found one 
located nearby who could guar- 
antee to turn out an efficient, 
eye-appealing paint job on each 
occasion. 

“We let him try out a few 
boxes, and were so pleased with 
the work that we signed a long- 


term contract whereby the deal- 
er guarantees to refinish every 
box at $10.00. Doing the work 
ourselves, we believe, would 
have cost at least $15.00 to $18.00 
per box.” 

Now, nine out of 10 trade-ins 
taken in by the Myrick company 
are completely refinished, while 
the refrigerating mechanism is 
being repaired in the Myrick 
shop. Re-assembled and placed 
on display in the warehouse at 
the rear of the store, trade-ins 
sell at prices $20.00 and $25.00 
better than if they had not been 
refinished—and the store has had 
a strong demand, which keeps 
turnover high. With a 90-day 
guarantee on trade-ins, this de- 
partment has been particularly 
valuable, inasmuch as many cus- 
tomers coming in for bargains 
wind up being sold new refrig- 
erators instead. 

“It is wise to mention that the 
dealer should, if possible, choose 
an autobody shop that can bake 
the enamel after spraying it,” Mr. 
Myrick indicated. “We have 
found that the simple act of bak- 
ing the enamel after application 
means a lot more satisfaction 
over the years, and a trade-in 
that will bring a considerably 
better price. We have never lost 
on any trade-in since we started 
this system, and whereas the de- 
partment used to merely break 
even, it is now returning a small 
but consistent profit.” 


Myrick Appliance Co., Lubbock, Texas 


duplicate. First, a heavy white 


As soon as the prospects are 





sheet, which is to wind up in the 
salesman’s notebook, and the oth- 
er a yellow duplicate, which goes 
into a master file maintained on a 
table in our showroom. 
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distributed among the salescrew, 
both forms are filled out simul- 
taneously by use of carbon paper. 
The salesman takes the original, 
(Continued on page 92) 
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You should look behind 


before you plan ahead 


@ Ir was EARLY January. Time 
to tally up the results of the prior 
year’s operations. 

That’s exactly what we were 
oing in Dave Miller’s office be- 
ind his modern display room, 
yell-stocked with electrical appli- 
nces, radio, and television sets. 

The inventory count had been 
aken, the figures were ready to 
abulate on a profit and loss state- 

nent. Soon they were all in place 
nd the result was recorded. A 
et profit of 2 per cent on sales. 

When we handed the statement 
o Miller, he frowned and said, 
‘Is that all the profit I made last 

ear? Well, we'll try to do better 
his year. No use crying over 
Spilled milk.” 

That was all there was to it for 
this electrical dealer. He was 
looking ahead, but not behind— 
an attitude quite common among 
dealers in the appliance field, and 
one reason why many do not im- 
prove their profit status from 
year to year. They do not make 
a studied effort to profit by their 
mistakes. They look at only one 
figure on the profit and loss state- 
ment, the loss or gain, and then 
they barge ahead into the next ac- 
counting period, spilling more 
milk because they lack the hind- 
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sight to guide their foresight. To 
earn a maximum profit, the deal- 
er must build future operations 
on the foundation of the past. 


Look for Causes 


How should the dealer back- 
track over prior figures, whether 
for a year or a shorter account- 
ing period? What factors should 
he analyze? The net profit is just 
a result. Comparing a current net 
with a net for a prior period tells 
nothing about the reasons for a 
variance. The reasons are what 
you are after, and they are often 
deeply rooted and invisible on the 
statement. Here are the main fac- 
tors to consider as you look be- 
hind for future guidance. 

1. Did you have ample working 
capital during the prior period? 
Many dealers never give thought 
to working capital, yet, a shortage 
of “seed money” is one reason 
why profits are not up to par. 
The shortage may compel a dealer 
to borrow money and incur in- 
terest expense. It may cause him 
to lose commercial discounts. He 
may not be able to buy enough 
to suit requirements, losing sales, 
depressing annual volume. It may 
prevent him from investing ade- 
quately in promotion, in-stock or 


equipment, or expanding in other 
ways for betterment. 

The working capital is the dif- 
ference between the current as- 
sets (cash, receivables, and in- 
ventory) and the current liabili- 
ties (bills payable and loans pay- 
able in less than one year). When 
the current assets to current lia- 
bilities ratio 2.5 to 1, or $2,500 in 
current assets to $1,000 in current 
liabilities, the working capital is 
considered adequate to enable a 
business to make maximum prof- 
its. 

2. What was the return on busi- 
ness investment? On the balance 
sheet, this is the net worth. If 
the net worth is $25,000 and the 
net profit on sales is $5,000, the 
return on business investment is 
20 per cent, a good return. Most 
dealers consider the profit on 
sales as the only yardstick of 
business efficiency, whereas, the 
return on net worth is the better 
measurement of the two. 


Profit-Investment Ratio 


You may get a good profit on 
sales, yet you may have so much 
invested in your business that this 
return runs only about 5 per cent 
when percentaged on the invest- 
ment, and you can do as good as 
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BUSINESS 


The dealer should ask himself these 10 questions 
about last year’s operations before he begins 
thinking about this year’s profits: 


. Did you have ample working capital during the prior period? 
. What was the return on business investment? 
. Did you record your profit by lines or departments? 


. What was the turn per item? 


. Is your margin on sales up to standard? 

. Do you compare each item under overhead with [prior period 
expenses and determine the reason for the variance? 

. Did the ratio of receivables to sales increase or decrease? 

. Does your pricing formula assure an adequate net profit? 

. Is your accounting system dependable? 

. What is the average inventory carry in dollars? 


by Arthur Roberts 


this by investing your money out- 
side the business without the 
headaches of management. If this 
return is decreasing, you had bet- 
ter overhaul your business prac- 
tices from start to finish. 

There are many reasons why 
this return may be low. You may 
have too much money invested in 
your business for the sales you 
get; your equipment may be in 
poor shape; your help may be in- 
efficient; you may be charging off 
too little for depreciation; your 
net worth may be flooded with 
water; management in general 
may be bad, etc. Only a complete 
renovation of your business prac- 
tices will disclose the reason for 
a low return on net worth or in- 
vested capital and you'll have to 
make a searching analysis your- 
self or employ an accountant to 
aid you. 

3. Did you record your profit 
by lines or departments? If not, 
you may be losing money in one 
or more departments or lines and 
not know it. Consequently, you 
are not earning a maximum prof- 
it. 

Income and outgo should be re- 
corded according to the merchan- 
dising classifications peculiar to 
your business. Certainly, income 


and outgo on radio and television 
sets should be separated from in- 
come and outgo on electrical 
housewares. 

Only when you classify your 
accounts to mirror the profit per 
line or department can you be 
satisfied that the net on a state- 
ment is all that it should be. 

4. What was the turn per item? 
The over-all turn for the business 
is of little use in profit analysis. 
You should know the turn per 
item to enable you to buy and sell 
to best advantage. An over-all 
turn may be lower and the net 
higher, or viee versa. When you 
know the turn per item, you get 
a good focus on slow-movers, 
which eat up profits by tying up 
too much money in inventory car- 
ry, and take up showroom space 
that could be more profitably giv- 
en to faster-moving merchandise. 

To determine item turn, one 
needs a stock control system. The 
dealer lacking such a system is 
not earning maximum profits be- 
cause he may be investing too 
much in the inventory carry, or 
paying too much for insurance to 
cover the excessive carry. Thus 
his losses on inventory may be 
high. The spotlight is not al- 
ways on the slow-movers, which 
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MANAGEMENT 


eat up profits, keep down sales, 
and eventually may have to be 
sold at marked-down prices to 
clear them out. 

If goods become scarce through 
restrictions, if the dollar goes 
down, the monetary value of your 
stocks will increase. With stocks 
scarce and high in dollar value, 
the dealer is under grea er com- 
pulsion to keep stock 
records because stock losses 
through damage, errors, theft, 
etc., will be more costly than in 
periods when the reverse is true, 
and thus depress net profit to a 
greater degree than before. 


control 


5. Is your margin on sales up 
to standard? This figure should 
remain high enough to cover 
overhead and net profit. If it de- 
creases, your net will reflect the 
variance because it isn’t likely 
that you can cut your overhead 
to “cushion” the sock at your 
bankroll. This, of course, assumes 
that you are keeping a weather 
eye on costs. 


Low Margin on Sales 


One of the main reasons why a 
profit and loss statement will re- 
veal a lower margin on sales is 
a high volume on lower-margin 
items. The margins on certain 
lines or in certain departments are 
higher than others. If a dealer’s 
volume switches from a high per- 
centage of high-margin lines to a 
high percentage of lower-margin 
lines, his average margin for the 
business as a whole will decrease 
during that period even though 
sales volume remains the same or 
increases somewhat. 

The dealer must balance his 
merchandising program so that 
his high-margin lines receive rel- 
atively the same attention from 
period to period if he hopes to 
keep his margin high enough to 
cover overhead and the desired 
net profit. 

(Continued on page 92) 





Salesmen 





BLANKET SALES AID — A new 
package, featuring a_ cellophane 
window, is being used by The 
Swartzbaugh Manufacturing Com- 
pany, Toledo, Ohio, for their re- 
cently introduced line of electric 
blankets. The attractive package is 
especially designed for point-of- 
sale display. The blanket is visible 
through the cellophane window so 
that it becomes part of the bed 
covering in the picture. 


Lewyt — 
Market Place 


Tue Lewyt Corporation, 60 Broad- 
way, Brooklyn 11, N. Y., manufacturers 
of the Lewyt vacuum cleaner, has 
brought out a new 1951 version of the 
Lewyt Market Place, the “store-with- 
jn-a-store,” which has been designed 
$0 that dealers can sell Lewyt cleaners 
in volume right from the floor 








ee | 
The new display piece features the 
“101” combination vacuum cleaner- 
carpet sweeper rug nozzle which Lewyt 
introduced last fall, and has space for 
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Lewyt’s two new accessories—the space 
saver and the step saver. As in the 
past, a revision kit is made available 
to dealers who want to bring last year’s 
Market Place up to date. 

The new display is sturdily con- 
structed of wood and Masonite, and 
measures 6 feet in height and 5 feet 
in width, with a depth of 36 inches 
The carpet for use in demonstrations 
is permanently mounted on the base, 
and spotlights are directed on the va- 
cuum cleaner and on the new “101” 
nozzle. In addition, the center panel of 
cartoons showing Lewyt’s unique fea- 
tures is mounted in a lighted shadow 


box. 


Kisco — . 
Display Card and Stand 


INTRODUCTION of a new four-color 
animated display card for use with 
their line of floor model air circulators, 
and a window fan display stand in 
which five of their new line of port- 
able window fans can be accommodat- 
ed, has been announced by Kisco Co., 
Inc., of 2400-40 Dekalb St., St. Louis 4, 
Mo. 

The display card which is furnished 
free to Kisco dealers is 20 inches in 
width and 28 inches high, and features 


a colorful tropical island scene with a 
hula dancer whose grass skirt is kept 
in motion when the units on display are 
in operation. The display is designed 
so that it can be used with the two 
units on the floor, and by use of unit 
cartons a pyramid display can be ar- 
ranged around it. 

The window fan display stand is of 
all steel construction, weighs 20 pounds, 
and is finished in maroon. It requires 
2% by 3 feet of floor space and stands 
64 inches high. It is furnished free 
with an assortment of 12 window fans 
and is provided with a four-color dis- 
play card mounted above the units, 
which through the use of the Kisco 
trade character, ‘Koolie Kisco,” points 
out sales features of the Kisco window 
fans on display 


Westinghouse — 
Freedom Girl Display 


AN EYE-CATCHING “freedom girl” dis- 
play to dramatize the Westinghouse 
Frost-Free fully automatic defrosting 
refrigerator is now being offered to its 
dealers by Westinghouse Electric Ap- 
pliance Division, Mansfield, Ohio. 

Wearing a prison-stripe dress, the 
girl is shown throwing her hands in 
the air and proclaiming her freedom 
from the ball and chain of defrosting 
bother. The on-the-door poster points 
out the customer benefits of the com- 
pletely automatic Frost-Free system. 
A unique feature of the display is 
that the figure of the woman is mount- 
ed to the refrigerator with magnetized 
metal. 


AT LAST! ox race ora ® 
ter Westinghouse 
‘ ones’ @ROST-EREE 
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An eye-catching “freedom girl” proclaims her freedom from the ball and 
chain of defrosting bother on the Westinghouse display dramatizing the 
frost-free fully automatic defrosting refrigerator. 
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NOW...tell the TRUTH about record players... 
youll sell... sell... sell radio-phonographs ! 


AMAZING NEW 
ENITH 


COBRA-MATIC . . . THE 
FIRST AND ONLY TRULY 
ALL-SPEED RECORD 
PLAYER IN THE WORLD 


THE ONLY RecoRO PLAYER WITH PIT GHTEMPO contro 


It’s here . . . and it’s here right now . . . the greatest profit- 
building opportunity any radio-phonograph dealer has 
ever seen. It’s yours in the new Zenith Cobra- Matic that 
stands alone as a truly All-Speed (10 to 85 r.p.m.) record 
player. Remember, most “‘all-speed’’ record players 


actually play only 3 speeds . . . 33%, 45 and 78 r.p.m. 
But, you can prove to yourself and customers that the 
new Zenith Cobra- Matic plays not only the present three 
speeds (33%, 45 and 78 r.p.m.) but ALSO all inter- 
mediate speeds including the 16 r.p.m. speed that’s 
already on the way. 

You can demonstrate how the exciting new Cobra- 
Matic allows your customers to select the exact speed 


that gives their recordings the perfection of pitch and 
tempo their ear demands. The new Zenith Cobra-Matic 
plays every record . . . even cherished old records—Gold 
Seals, Victors, Brunswicks that were recorded at different 
speeds. 

Best of all, when you demonstrate these exciting new 
Cobra- Matic features, you’re selling an entirely new kind 
of automatic record player, a phonograph that can’t ever 
become obsolete. Over 3000 speeds from 10 to 85 r.p.m. 
No wonder music experts acclaim the Cobra- Matic. 

Don’t delay. Be FIRST in your area to start spreading 
the news. You'll find out it’s the smartest move ever 
made to pack your store with prospects! 


ONLY ZEN/TH HAS “Cobra-Matic’= aNotHer “ZENITH FIRST!” 
® 


New Zenith “Thackeray” TV-Radio- Phonograph Console 
238 sq. in. “‘Reflection-Proof" screen. 
“Cobra-Matic” record player, Super-Sensi- 
tive FM, Long-Distance AM. Stunning Period 
cabinet of Mahogany veneers and selected 
hardwoods. Model H3477R. 


Wew Zenith “Carleton” Table Radio-Phonograph 
The “Carleton” is fashioned in natural- 
grained Pyroxylin covering. Has Zenith's 
famous long-distance AM reception, and 
sensational “Cobra-Matic” record changer. 
Model H66IR. 


fou aici 


Zenith Radio Corporation, Chicago 39, Illinois « Over 30 Years of “Know How” in Radionics Exclusively « Also Makers of America’s Finest Hearing Aids 
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News Roundup 





Lower Consumer 
Demand Predicted 


@ CONSUMER DEMAND for large 
electrical appliances may be 25 to 
30 per cent lower in 1951 than in 
1950, H. L. Andrews, vice-presi- 
dent in charge of the General 
Electric appliance & merchandise 
department, told his company’s 60 
major appliance distributors 
meeting in New York recently. 
The drop in demand closely pa- 
rallels the drop in production 
anticipated as a result of govern- 
ment orders curtailing the use of 
strategic materials for non-essen- 
tial purposes, he said. 
Nevertheless, he said _ that 
“even with government controls, 
1951 looks like a good appliance 
year in units and dollar volume— 
year about like 1949, which 
surely was a good year.” 
Reporting the findings of Gen- 
ral Electric economists, Mr. An- 
irews said that “factors tending 
0 maintain or increase demand 
or appliances in 1951 are the ex- 
pected higher level of employ- 
ment, higher wages, and longer 
hours of work—all adding up to 
disposable income that should 
e a little higher in 1951 than in 


1950. Also on the plus side are 
equal or increased expenditures 
for advertising and promotion. 

“Negative factors applicable to 
demand in 1951 are higher taxes 
and prices, increased restriction 
on credit, and the drop in residen- 
tial construction.” 

Mr. Andrews said the avail- 
ability of copper would determine 
the number of appliances that can 
be produced. 

General Electric and industry 
generally, Mr. Andrews said, will 
“of course try to get substitutes 
\for aluminum and all other scarce 
metals and will use them wher- 
ever this does not affect the qual- 
ity of our products.” He predict- 
ed that in many cases these ef- 
forts. would be successful, but 
pointed out that in the appliance 
business there is no satisfactory 
substitute for copper. 

He concluded from these devel- 
opments that “we shall probably 
not be forced to discontinue the 
production of any appliance line 
or other cilivian lines, but we can 
reasonably assume a reduction in 
units produced.” 

Major appliance output in 1951, 
he said, would be about 98 per 
cent of output in 1949. 


Furniture Mart 


Predicts 1951 Plans 


@ Magsor APPLIANCE, radio, and 
television merchandising plans 
for 1951 will be aired in Chicago 
on January 8 when the American 
Furniture Mart’s Winter Market 
opens, according to Frank S. 
Whiting, Mart vice-president. 

Crystallized plans of the ma- 
jor producers will be announced 
immediately prior to, and at the 
Market, as they were a year ago. 
This time, however, a prepared- 
ness economy and material short- 
ages must be faced, so that mer- 
chants who want the latest word 
on supply, shipments, prices, as 
well as the new models, will need 
to be on hand to get information 
straight from the principal execu- 
tives of the principal concerns, 
who are American Furniture Mart 
exhibitors. 

First effect of the Federal Com- 
munication Commission ruling on 
color television may be seen at 
the Market, with some color sets 
and converters probably on dis- 
play, but with the majority of the 
TV producers bucking the FCC 
dictum favoring the Columbia 
Broadcasting System color trans- 
mission. 

Manufacturers of automatic re- 
frigerators, laundries, washers, 
dryers, ironers, stoves and ranges, 
disposal units, and all the other 
products comprising the major 
appliance field will be showing 


G.E.’s major appliance distributors’ meeting was held re- 
cently in New York. (Left) Left to right were R. S. 
Montgomery, Sr., R. S. Montgomery, Inc.; H. W. Matthews, 
Matthews Electric Co.; and W. T. Christy and W. C. 
Larham, General Electric Appliances, Inc., Jacksonville. 
(Right) Left to right, C. R. Pritchard, president, General 
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Electric Supply Corp.; J. L. Busey, vice-president of 
marketing, General Electric Co.; Herb Warren, district 
manager, General Electric, Atlanta; J. O. Bell, manager, 
General Electric Supply Corp., Atlanta; R. W. Martin, 
president, Walker Martin Co., Greensboro, N. C.; and M. 
E. Brown, General Electric Supply Corp., Louisville. 
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their 1951 innovations, and telling 
the merchants what effect curtail- 
ment of raw materials will have 
on their merchandising plans for 
the year ahead. 

Many important discussions and 
meetings on appliance problems 
are expected for the Market, Mart 
officials have been advised. Gov- 
ernmental attitudes will be clari- 
fied and a clearer picture of what 
lies ahead will be visible, all are 
agreed. 

The American Furniture Mart’s 
showing will again feature the 
greatest concentration of major 
appliances, radio, and television, 
with more than 90 per cent of the 
riational production in the field 
exhibiting under one roof. 


Free Trials Under 
Regulation W 


@ AN INTERPRETATION as to how 
Regulation W applies to free-trial 
or demonstration activities of 
dealers has been made by the 
Federal Reserve Board. The re- 
gulation requires dealers in such 
cases to collect the specified 
down - payment within 10 days 
after delivery of the article for 
trial. Since some dealers usually 
allow 30-days trial, FRB solved 
the problem simply from an ad- 
ministrative viewpoint. The deal- 
er collects the down payment 
within 10 days after delivery for 
trial or demonstration. If the 
customer is satisfied at the end 
of the 30-day trial period, the re- 
gular terms of Regulation W ap- 
ply. If he is not, the dealer re- 
turns the down payment to the 
customer. 


Du Mont TV Books 
Ready for Salesmen 


@ AVAILABILITY oF  salesmen’s 
television data books for Du Mont 
distributor sales staffs and fran- 
chised dealer sales personnel has 
been announced by J. Calvin Af- 
fleck, sales promotion manager, 
receiver sales division, Allen B. 
Du Mont Laboratories, Inc. 
Distribution of the books, Mr. 
Affleck noted, is timed to coincide 
with Du Mont’s current sales 
training drive. Bound in a leath- 
er ring binder, and pocket-sized, 
the books contain information on 
background of the Du Mont or- 
ganization, basic principles of vi- 
deo broadcasting, list of television 
transmitting stations, hints on 





SELL FASCO FANS 
FOR PROFITS IN ’51! 


FASCO Fans and Ventilators mean business . . . good business! Fast- 
selling FASCO features bring repeat orders. FASCO quality performance 
builds solid customer satisfaction. FASCO products do the job better . . . 
for less money . . . at a bigger profit to youl 


FASCO Portable 
Casement Window Ventilators & g 


A brand-new home appliance for that 
huge market of existing homes. It's 
automatic! A pull of the chain 
operates the motor and sealtight door 
simultaneously. Plugs in; no installa- 
tion costs. Fits all steel casement or 
wood sash windows. It's full-powered 
—and portable, too. 








FASCO Lo-Level Floor Fans 


: They sit on the floor, give a breeze 
FASCO Oscillators that cools—but won't blow a. draft. 
Good styling, handsome finish, quiet Circulate all the air in a room—with- 
power and proved performance over out even rippling the papers on a desk. 
the years, mean ready sales and happy FASCO'S exclusive solid base keeps 
cust, . lete line—seven floor dust out of the breeze. Available 
big-value models in 10”, 12”, 16” in three models. 
blade sizes. Pedestal Models in 16” 
and 20” sizes. 





FASCO 4” Electric Drill Kit 


The quality drill that fits the hand. . . 
twin reduction gears, Jacobs geared 
chuck. Packed with power . . . with 
accessories for a hundred jobs. 


WRITE for literature and prices today. 
SEE the Housewares Show, Booth 229-231. 


F 


Cc. 


‘ 


FASCO Industiies: In 


ROCHESTER 
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selling television, features of cur- 
rent Du Mont telesets, miniature 
illustrated specification sheets, 
and the complete “Why To Buy 
Du Mont” booklet. 

The 3l-page “Why To Buy Du 
Mont” booklet has been prepared 
in a separate binding as a con- 
sumer piece. 


Chicago Site of 
NARDA Convention 


@ Cuicaco’s celebrated Stevens 
Hotel has been selected as the site 
of the 1951 Annual Convention by 
the board of directors of the Na- 
tional Appliance and Radio Deal- 
ers Association. The meeting will 
be held January 14-17. 

This famous 3,000-room hotel, 
the largest in the world, is ideally 
suited to handle the full program 
of events and to accommodate the 
great number of dealers who will 
meet for the four-day session, ac- 
cording to NARDA officials. 


NEW HEADQUARTERS FOR MEMPHIS DISTRIBUTOR — Wallace E. 
Johnston (left), of Wallace Johnston Distributing Co., Memphis, distributor 
of Whirlpool home laundry equipment, is shown with Frank Grimes of the 
Whirlpool Corporation promotion department, at a dealer open house 


Held only once each year, this conducted at Johnston’s new headquarters, 708 Linden Ave. Week-long 
year’s meeting has been lengthen- festivities were attended by dealers from surrounding counties. 





Summary of Electrical Appliance Sales by States* 


Refrigerators Ranges Water Heaters Home Freezers 
State Ist 9 Mo. | Ist 9 Mo. | Ist 9 Mo. | Ist 9 Mo. | Ist 9 Mo. | Ist 9 Mo. Ist 9 Mo. | Ist 9 Mo. 
1950 1949 1950 j 1949 1950 | 1949 1950 1949 


Alabama 79.626 63,542 32,343 | 21,203 8,254 | 5,762 5,104 
Arkansas 64,287 61,893 5,917 | 5,328) 1,686 1,535 4,724 
Delaware 9,173 6,147 2,826 1,565 1,159 759 783 
a ¢ 51,122 29,019 7,896 4,134 2,348 1,559 2,694 
Florida 99,629 63,646) 48,466 23,495 23,236 9,916 6,153 
Georgia 94,986 73,680 41,114 25,830 15,156 7,722 7,119 
Kansas 46,203 38.635 10,500 045 1,972 1,653 4,401 
Kentucky 70,536 65,467 19,460 Y 5,693 3,543 3,969 
Louisiana 80,856 | 72,921 4,073 : 928 907 9,894 
Maryland 56.996 39,683 10,040 1 5,349 2,658) 3,883 
Mississippi 53,159 47,015 9,828 q 1,874 1,486 4,756 
Missouri 140,761 | 101,696 27,875 : 11,845 7,564 10,562 
No. Carolina 115,570 | 86,524 55,563 24,780 14,523 7,445 
Oklahoma 72,576 56,687 5,213 688 843 4,271 
So. Carolina 54,078 40,455 27,641 f 12,266 6,498) 3,574 
Tennessee 117,483 100,795 63,524 388 15,410 9,566 6,948 
Texas 270,341 | 216,083 29,115 é 6,427 3,821 22,989 
Virginia 68,841 | 55,856 28,210 k 13,450 9,083 5,012 
West Virginia 56,974 51,902 19,611 5,180 3,640 3,640 
Total South 1,603,197 1,271,646 449,215 275,483 157,701 93,038 117,921 
% Inc. in South 26.1 | 63.1 69.5 
U. S. Outside South 2,438,625 1,718,821 657,071 398,954 266,396 175,080 205,166 
% Inc. Outside South 41.9 64.7 | 52.2 
U. S. Total 4,041,822| 2,990,467 1,106,286 674,437 424,097 268,118 323,087 
% Inc. in U. S. 35.2 64.0 58.2 


South in % of U. S. 39.7 | 42.5 40.6 40.8} 37.2 34.7 36.5 








(Sales data not available for 1949) 














*The unit sales summary given above is based on _ frigerator manufacturers; 18 range manufacturers; 23 
figures released by the National Electrical Manufac- water heater manufacturers; and 20 home freezer manu- 
turers Association. They do not reflect the sales of all facturers. The sales reported represent a substantial 
manufacturers, but are the distributor and dealer sales percentage of total sales, and the comparison of the 
of the following participating manufacturers: 13 re- two periods should indicate industry sales trends. 
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ed a full day to enable all of the 
many urgent dealer problems to 
be covered. Attended by progres- 
sive, profit-minded dealers from 





coast to coast, the meeting is ex- 
pected to attract nearly twice last 
year’s record registration. All 
appliance-radio-TV dealers in the 
nation are invited to attend, 
whether or not they are NARDA 
members. 

Each panel and talk on the 
packed four-day program will be 
devoted to a specific problem af- 
fecting the dealer. Participants 
include the most informed indus- 
try leaders—manufacturers, dis- 
tributors, editors, and dealers. 
Such important subjects as inven- 
tory control, credit and _ install- 
ment sales, demonstration, fran- 
chises, pricing, bookkeeping and 
auditing, advertising and promo- 
tion, as well as general industry 
trends will be -overed by the men 
“in-the-know.” 





Housewares Exhibit 
Largest Ever Assembled 


@ JupGING FROM manufacturer 
and buyer response, the January, 
1951, National Housewares and 
Home Appliance Exhibit will go 
down as the biggest in the indus- 
try’s history, and undoubtedly 
one of the most important, accord- 
ing to A. W. Buddenberg, execu- 
tive secretary, National House- 
wares Manufacturers Association. 

Opening Thursday, January 18, 
and running through Thursday, 
January 25, the exhibit will be 
the 14th national show operated 
by the NHMA. Chicago’s mam- 
moth Navy Pier will be the scene 
of the event for the third straight 
year. Show hours will be from 9 
a.m. to 5 p.m. daily, with the ex- 
ception of Sunday, January 21, 
when the exhibit will not be open. 

With demand for space at an 
all-time high, the exhibit is ex- 
pected to play host to more than 
10,000 buyers who will see the 
greatest concentration of house- 
wares and appliances ever assem- 
bled. 

Upwards of 525 manufacturers 
will display more than 100 differ- 
ent classifications of merchandise 
and thousands of new products. 
They will occupy 763 booths in 
the more than 300,000 square feet 
of floor space in the lakefront 
auditorium’s two spacious halls. 

Every available square foot of 
exhibit space is being utilized to 
accommodate more exhibitors 
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Writes 


Charles Reed 


Reed Electric Company, Lansing Michigan 


“We like White WATER-HOTTERS 
because they have proved qual- 
ity inside and out, efficiency is 
high, maintenance service low, 
dealer profit high,” writes Mr. 
Reed. “We have sold White prod- 
ucts constantly for the past 20 


Electric 
Water Heater 


ia Fast! 


Three simple steps as shown on right. Result: 
Plenty of hot water for a happy customer, 
from then on; a quick profit for you with no 
service worries to eat it up; more sales fol- 
lowing quickly because of White's extensive 
national advertising, cooperative advertise- 
ments in your home paper and that most 
effective of all publicity, word-of-mouth en- 
dorsements from satisfied users! It will pay 
you to get the COMPLETE White Proved 
Profit story from your distributor or direct 
from White RIGHT NOW. 


WHITE PRODUCTS CORPORATION 
Water Heating Specialists Since 1930 
MIDDLEVILLE, MICHIGAN 


Patented. Copytight 1951, White Products Corp. 





“It's the NET that makes 
us so enthusiastic about 





than ever before, Mr. Buddenberg 
said. Existing facilities have been 
expanded to take care of as many 
as possible of the record number 
who applied for space. 

“In view of present unstable 
economic conditions, manufactur- 
er response to the exhibit has 
been amazing,” the executive se- 
cretary said. “It proves again, 
however, that the housewares in- 
dustry is on a solid footing and 
will make every effort to main- 
tain. and strengthen its valued 
trade relations built up over the 
years. 

Exhibitors may start setting up 
their exhibits on Monday, Janu- 
ary 15. Exhibits must remain in- 
tact until 5 p.m., Thursday, Janu- 
ary 25. 

To aid’ them in planning their 
coverage of the show prior to its 
opening, buyers were to receive a 
“preview” classified directory of 
products to be displayed and the 
name of the manufacturer show- 
ing them. Initiated at the recent 
summer show, the directory prov- 
ed enormously popular with buy- 


ers. They were also to receive an’ 


advance registration card design- 
ed to speed up registration at the 
exhibit. With these cards, buyers 
can register in a matter of min- 
utes. Both mailings went out to 
8,000 buyers throughout the coun- 
“i and abroad about December 


Daily to Visit Lewyt’s 
Southern Distributors 


@ THE MANAGER of Lewyt Corpo- 
ration’s Vacuum Cleaner Division, 
Walter J. Daily, has left on a 10- 
day, 4,000-mile trip to visit Lewyt 
distributors in 10 southern cities. 
He will meet with Lewyt distribu- 
tors and their wholesale men in 
Charlotte, Charleston, Jackson- 
ville, Miami, Tampa, Atlanta. 
Birmingham, Memphis, Nashville, 
and Knoxville. This is the first of 
four such trips which he will 
make to all parts of the country 
within the-next.60 to 90 days. 
Mr. Daily stated that the pur- 
pose of his trip is to maintain the 
present sales increases being built 
for Lewyt and to present Lewyt’s 
longer-range planning for 1951. 
“There is a possibility that sales 
may be a little tougher to get in 
the near future,” he said, “and 
Regulation W is not the least of 
the factors involved. I plan to 
visit as many of our distributors 
as possible the next few months. 


Names aud faces 





Announcement of the appointment of 


Walter S. Sheldon as advertising man- 
ager of Cory Corporation, Chicago, has 
been recently made. He replaces R. 
Nicholas Hoye, who formerly held this 
post. 

Prior to his association with Cory 
Corporation, Mr. Sheldon was a mem- 
ber of the merchandising staff of Hot- 
point, Inc., Chicago. Prior to that time 
he was advertising manager for Ota- 
rion, Inc., Chicago, manufacturers of 
hearing aids and audiological instru- 
ments. 

Mr. Sheldon has also been advertis- 
ing manager for the Society for Visual 
Education, Inc., manufacturers of still 
film projectors and producers of com- 
mercial and educational film strips. Be- 
fore the war, he was active in Chicago 
radio circles as a radio script writer. 


John William Walt, assistant adver- 
tising manager of Admiral Corporation 
since February, 1949, has been pro- 
meted to sales promotion manager for 
the company, Seymour Mintz, advertis- 
ing director, announced recently. 

In his new position, Mr. Walt will 
have charge of general promotional 
activities for the company, Mr. Mintz 
said, including the handling of display 
advertising, national conventions, and 
printed matter. 


NEW INTERNATIONAL REPRESENTATIVE — At left is T. L. 


Prior to coming to Admiral, Mr 
Walt was affiliated with Webster-Chi- 
cago as promotion manager for two 
years, served in a similar capacity with 
Westinghouse for a year and with 
Associated Products, a cosmetic firm, 
as assistant advertising manager for a 
previous year. 

& 


The appointment of L. J. Cook, of 
New Orleans, as southern regional re- 
frigeration representative for the In- 
ternational ._Harvester Company was 
announced recently by R. H. Burnside, 
assistant general sales manager of the 
company. 

Mr. Cook formerly was _ assistant 
manager of general sales in the New 
Orleans district. In this capacity he 
played a big part in the New Orleans 
district’s impressive record in the re- 
cent IH refrigerator sales contest. The 
district sold 133 per cent of its quota 


Robert T. Burns, Jr., has been pro- 
moted to advertising and sales promo- 
tion manager by Lone Star Wholesalers, 
Dallas, Texas, distributors of Bendix 
and Crosley lines. Mr. Burns has been 
with Lone Star for a year and a half, 
working as a builders’ salesman. Be- 
fore that he was an appliance salesman 
at A. Harris and Co. 


Brown, 


vice-president, International Oil Burner Co., shown with their recently 


inted South 





tern representative, A. H. “Gabe” Patton. They are 


dlecusting the Model C-20J 20-inch window fan in the International line. 
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Product Parade 





Range-Unit Slide Rule 


DEALER AND UTILITY service depart- 
ments can now replace the surface 
cooking units on any electric range by 
stocking just four basic units and nine 
drip pans. This is possible because of 
recent changes made in the line of 
Monotube units manufactured by Tut- 
tle & Kift, Inc., 1823 No. Monitor Ave., 
Chicago 39, Ill. 


The new models are easily adapted to 
fit any range top opening. Thus, in- 
ventory requirements of dealers han- 
dling this profitable remodernization 
business are greatly reduced. 


In addition, the proper pan and heat- 
ing element for any range can be 
determined in seconds. With the sim- 
plification of the line, all data needed 
to ascertain the correct unit for every 
range has now been condensed onto a 
handy, pocket-size slide rule. Untrain- 
ed personnel quickly become “expert” 
servicemen when equipped with this 
device. 

The new setup has many advantages 
for dealers interested in increasing their 
service department business. A free 
sample of the new slide rule and com- 
plete information on the revamped TK 
Monotube line is available from the 
manufacturer. 


Floor-Model Air Circulator 


Tue Kisco Company, Inc., 2400-40 
DeKalb St., St. Louis 4, Mo., has an- 
nounced the addition of a new model 
to their line of floor model air circula- 
tors. 

The new Adjusto-Air has a patented 
“Tilt-O-Top,” which provides direc- 


tional air circulation. When in its nor- 
mal position, the circulator distributes 
the cool “floor-zone” air outward in 
every direction, and when the top is 
tilted, the unit directs the flow of air 
wherever desired, providing “spot cool- 
ing” in addition to draftless roomwide 
circulation. 


The circulator is enclosed by a safety 
guard which provides protection even 
when the adjustable top is tilted for di- 
rectional air circulation. It is as prac- 
tical in winter as in summer—recircu- 
lating the warm air and maintaining a 
fresh, invigorating atmosphere. 

The Adjusto-Air is finished in at- 
tractive gold-tone, measures 13 by 13 
inches, has three-speed control, and is 
guaranteed for five years. The unit 
is being introduced at $38.95 





Here’s your 1951 TRAFFIC-BUILDING ... PROFIT-BUILDING line! 


FRESH ND-AIRE 


AIR CIRCULATOR. Complete line 
of chrome circulators for offices, . 


Reg, U.S. Pat. Off 


stores, industry—all with famous 


Fresh'nd-Aire conversion feature 
for use as low or high stand, wall, 
or ceiling fans. From $54.95. 


WORLD'S LARGEST MANUFACTURERS 
OF AIR CIRCULATORS 





ae oe 


FANETTE. Powerful! Port- 
able! Attractive! Two sizes 
—8” and 10”. Two models — 
cool green plastic or beauti- 
ful ivory with gold trim. Fair 
Trade prices $12.95 to 
$19.50. 


WINDOW FAN. Con be 
used as intake or exhoust 
fan, or removed from bracket 
for use anywhere! Fits any 
window without installation 
Fair Trade price... 8”— 
$18.50 ...10”"—$24.95. 


FLOOR CIRCULATOR. 
(Model F-12). Delivers maxi- 
mum draft-free circulation, 
quietly. Safe for children 
and pets. Two-tone nevtral 
gray with cream plastic 
Scuff-proof and stain resist 
ant. Foir Trade price $49.95 


—__ FRESH'ND-AIRE COMPANY —— 


ivision of Cory Corporation 
221 NORTH LASALLE STREET * CHICAGO 1, ILLINOIS 
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Bendix Washer 


Tue NEW Bendix automatic Economat 
fully automatic agitator type washer 
incorporates a score of improvements 
including new porcelain top, a counter 
balanced lid, and new cabinet styling. 


Outstanding sales feature is the Rins- 
Saver, which permits the operator to 
decide whether she wants any given 
load of clothes rinsed once or twice. 
With a normal wash and a single rinse, 
this washer will automatically wash, 
rinse, and damp-dry the clothes in just 
19 minutes, and save 14 gallons of 
water. The operator merely puts in 
the water, clothes, soap, and sets a dial. 

The Economat needs no floor fasten- 
ing and can be equipped with casters. 
The flexible tub with five-year written 
warranty remains unchanged. This 
model carries a suggested list of $199.95. 


* 
24-Inch Television 


Tue 24-inch picture tube for home 
television is here with Stromberg- 
Carlson’s announcement of the newest 
addition to its big-picture series, the 
“Stancliffe,” combination television-ra- 
dio-phonograph model. 

Compactly designed into a cabinet 
only 46 inches high, 38 inches wide, and 
26 inches deep, this large picture tube 
for home use provides a view that is 
startling in its dimensions and yet 
pleasingly clear in an ordinary-sized 
room, the company states. The 356- 
square-inch picture—big as a full news- 
paper page—is roughly 2 1/3 times the 
area of a 17-inch screen, smallest tube 
size now being used by Stromberg- 
Carlson. It is ideal for clubs, schools, 
er auditoriums as well as homes. 

A new design permits operation at 
full brilliance without the annoyance 
of “re-trace” lines, the manufacturer 
claims, and electrical centering of the 
picture makes for easy adjustment. 
Keyed automatic gain control, intercar- 
rier tuning of sight and sound together, 
easy geared tuning for all services, am- 
ple shielding, and direct coupling in 
the video circuit for truer electrical re- 
production of the picture are among 
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the many outstanding features offered 
in this model. 

Both FM and AM radio are compan- 
ion services in the Stancliffe, and a 3- 
speed record-changer rounds out the 
equipment. The changer will play and 
shift automatically either 10-inch or 
12-inch records at 33 1/3 or 78 rpm, 
and 7-inch records at either 33 1/3 or 
45 rpm. All sound reproduction, 


whether from television, radio, or re- 
cords, is through a specially engineered 
audio system featuring a powerful 12- 
inch permanent magnet speaker 


© 
Electric Clocks 


Two new low-priced electric clocks 
have started the new year’s sales drive 
for Telechron, Inc. Both the Imp, an 
alarm clock, and the Jubilee, a kitchen 
wall clock, are regularly priced at $4.95 
plus tax. 

The new models are strikingly mod- 
ern in design. Both feature curved 
shatterproof crystals which make it 
possible to read the dials easily through 
an exceptionally wide angle. 


The dial of the Jubilee, illustrated, is 
white with black numerals, black min- 
ute dots, and vermillion hour dots. 
Hour and minute hands are black, and 
the sweep second hand is vermillion. 
Six and %4 inches wide, 6 inches high, 
25% inches deep, the case comes in red, 
yellow, ivory, and white. 

The Imp, set in an ivory-colored case, 
has a white dial with numerals of 
tobacco brown. The minute and hour 
hands match the numerals, while the 
alarm and sweep second hands are a 
golden tan. 

The Imp is of convenient size for a 
bedside table—5'%4 inches wide by 3% 
inches high and 234 inches deep. It 
has an insistent, effective alarm. 

Both clocks will be promoted by full- 
page, four-color advertisements in Life 
and Saturday Evening Post. The Jubi- 
lee will be advertised in March and the 
Imp in April. 


2 
Appliance Testers 


PYROMETER-TYPE appliance testing 
equipment is now available from the 
Elematic Equipment Corp., 1150 West 
Marquette St., Chicago 21, Ill. This 
equipment, similar to custom-built test- 
ers made for electrical appliance manu- 
facturers, will enable the appliance 
service shop to make heat tests on 


coffee makers, waffle bakers, toasters, 
sandwich grills, irons, and other ap- 
pliances. 

The Universal Type DeLuxe Flat 
Iron Tester, No. 455, will test all types 
of flat irons. With the addition of a 
special thermocouple, the same tester 
may be used for testing waffle bakers, 
toasters and sandwich grilles. This in- 
strument is equipped with two test 
lights and a switch. The white light is 
for checking the “on” and “off” of the 
thermostat contacts in the heat test, 
and the neon light is for checking the 
“make” and “break” of the contacts 
without the appliance heating, for the 
cold test. 


Also available is a Pocket Model 
Tester, No. 412S, which is covered .in 
leather and may be carried in the 
pocket of a repairman or salesman for 
testing most types of electrical appli- 
ances in the field. This is a compact 
unit and is inexpensive even though it 
is practical and durable. 

The testing instruments are useful 
for sales promotion purposes as well as 
for service. With the use of testing 
equipment, the salesman can demon- 
strate to the prospective customer the 
accuracy of the appliance. The dial 
will visualize to the customer the rap- 
idity of heating, or demonstrate the 
temperature adjustments for ironing 
various fabrics 


J 
New G. E. Dishwasher 


A NEW FRONT-OPENING, top-loading, 
fully automatic dishwasher that will 
wash and dry up to 100 pieces of china, 
glassware, and cutlery in 30 minutes 
has been announced by the General 
Electric Co., Bridgeport 2, Conn. 

The dishwasher will fit under any 
standard kitchen counter. It eliminates 
the necessity of stooping to load and 
unload dishes and at the same time 
makes possible an unbroken counter 
space because it slides out from under 
the counter on ball-bearing rollers in 
an extension slide 

All the housewife has to do is slide 
the dishwasher out, load the racks with 
dishes, fill the detergent cup, slide the 
machine under the counter, and turn 
the control. The dishwasher auto- 
matically washes, double-rinses, and 
dries the dishes. 

A preliminary power rinse preheats 
dishes and washes. off loose food parti- 
cles missed in scraping. Dishes are 
then washed in a detergent solution 
kept hot by an electric heating unit in 
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the tub and are double-rinsed in com- 
plete changes of hot water. 

The dishes are dried by air which 
passes over the heating element and is 


AL 





fan-circulated throughout the dish- 
washer. An additional feature is the 
protection given fine china by the sta- 
tionary, vinyl-coated wire trays in 
which dishes are stacked. 


ea 
Hunter Window Fan 


A FASHION-DESIGNED 22-inch window 
fan has been developed by Hunter Fan 
and Ventilating Company to bring in- 
expensive cooling to people living in 
small homes or apartments. This fan 
is smartly styled to complement mod- 
ern room decoration. 

A feature of the fan is that the blade 
rotation can be reversed at the flick of 
a switch. Thus the fan either pulls 
air from other windows or blows di- 
rectly into the room in which it is 
mounted. This gives better control of 
ventilation .than is possible with an 
ordinary window fan. High and low 
speeds permit regulation to tempera- 
ture changes and the user’s personal 
preference. 


al 
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This fan is easily mounted in stand- 
ard windows by means of adjustable 
side panels, fastened into the window 
frame by screws. Cabinet and side- 
panels are finished in a lustrous light- 
ivory enamel. Modern silver grille pro- 
vides personal safety. 

Quiet and powerful, this fan has a 
certified air delivery rating of 3,400 
CFM. Other features are the weather- 
proof motor housing and capacitor-type 
motor. This fan is also available in 
18-inch size with 2,500 CFM. 

Literature is available from Hunter 
Fan and Ventilating Co., 400 S. Front 
St., Memphis, Tenn. 


- 
Infra-Red Oven Broiler 


A TABLE-TyPE broiler that produces 
charcoal broiling. effect with electri- 
cally produced infra-red rays has been 
introduced by Prevore Electric Mfg. 
Corp., Fulton St. at Clinton Ave., 
Brooklyn 16, N. Y. 

The broiler is square with an open 
front that permits watching the food 
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tS eln 
a» attic ventilation 


« the 
~ right way is 


WIND-WAY 


VERTICAL 


DISCHARGE 


ZanchHouse 


PACKAGE 
FAN 


ALES-PROVE 


BECAUSE: 

It is designed to fit ANY type building EASILY 
Installation costs, time and effort cut down to a minimum 
WIND-WAY merely sets on the floor of the attic or 

the trim of the well hole. It is NEVER fastened 

in any way, yet it moves the greatest amount of air 
quietly with absolutely NO noise or vibration 
WIND-WAY sells “on sight” to people who recognize it 
as a simple, foolproof, superior fan 


@ WAY 


FAN AND VENTILATOR CO. 
531 St. Joseph St. New Orleans! 2, La 











while it is broiling. The broiler is 
extra large and triple chromium plat- 
ed on steel. It has air-cooled Bakelite 
handles on the sides of the unit as well 
as on the griddle. The griddle can be 
placed at four different heights. 


The heating units are of refractory 
porcelain. There are two square bricks 
having 125 inches of infra-red coils 
spaced closely and inserted into the 
bricks. 

+ 


Proctor Presurmat 


A COMPLETELY new automatic electric 
appliance which takes all the guess- 


work, worry, and watching out of pres- | 


sure cooking, and which guarantees the 
homemaker a meal cooked to perfec- 
tion, is the newest product out of the 
research laboratories of the Proctor 
Electric Company, Philadelphia elec- 
trical appliance manufacturer. 

Called the Proctor Presurmat, the 
new cooking device is actually three 
appliances in one: a heat controlled 
electric stove, a full 60-minute electric 
timer, and a 4-quart pressure sauce- 
pan complete with trivet. 

The Presurmat operates on alternat- 
ing current only (1400 watts) and it is 
expected to retail at $39.95. 

Completely automatic, the Presurmat 
cooks at either 10 or 15 pounds pres- 
sure, automatically exhausts the air 
within the cooker, automatically times 
the cooking operation from the moment 
the desired pressure is reached, auto- 
matically turns its dial each % minute 
of cooking time already completed (the 
cook always knows how long she has 
to wait before the cooking is com- 
pleted), automatically reduces the in- 
put of electricity into the electric unit 
at the end of the cooking time and 
automatically vents itself slowly when 
cooking has been completed. 

Unusual safety devices built into the 
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Presurmat make it absolutely impos- 
sible for anyone to injure himself or 
to injure the cooker in the course of 
the cooking operation, even though op- 
erating instructions are not followed, 
the manufacturer reports. Typical 
safety features are as follows: presur- 
mat will automatically turn itself off 
when given temperature is reached, 
should cook forget to put water into 
saucepan; electricity enters stove unit 
only when saucepan is on the Pan Con- 
trol (a safety device in the middle of 
the stove unit which is controlled by 
the heat within the saucepan and which 
in turn controls the input of electricity 
into the stove unit); a special pressure 
control is so constructed that it is im- 
possible for food to collect around it 
or to obstruct the passage of air ne- 
cessary for venting and pressure main- 
tenance; a zero pressure indicator tells 
the cook when there is no pressure 
within the pan. This also acts as a 
safety vent. 


Look Behind— 
(Continued from page 81) 


6. Do you compare each item 
under overhead with prior period 
expenses and determine the rea- 
son for the variance? This analy- 
sis should be made percentage- 
wise. Too many dealers, if they 
do make this analysis, consider 
only the dollar figure. An item 
may vary in dollars and still be in 
a satisfactory ratio to sales. 

There are so many reasons why 
an item on the profit and loss 
statement will show a variance 
from the norm that we haven’t 
the space to explore the matter 
here. We can only say that this 
comparison, item by item, should 
be made, and where there are 
wide variances in ratio to sales, 
an investigation should be con- 
ducted to determine why and 
steps taken to prevent a repeti- 
tion. 

Do not do as Dave Miller did— 
he looked at only one figure on 
the statement, the net profit, and 
let it go at that. Take measures 
that will bring each item into a 
satisfactory ratio to sales in the 
forthcoming period. 

7. Did the ratio of receivables 
to sales increase or decrease? Of- 
ten a dealer will give too much 
credit for the size of his business, 
and even though he collects 
promptly, he always has a sizable 
sum frozen in receivables. He is 
like a cat chasing its tail—he nev- 
er liquidates his receivables. As 


fast as he collects, he replaces the 
collected accounts with other out- 
standings. 

A safe yardstick is not to let 
receivables exceed 10 per cent of 
sales. When you exceed this ra- 
tio, you may have trouble show- 
ing maximum profits because you 
have so much cash frozen in re- 
ceivables that you have insuffi- 
cient working capital to do the 
things you should do to earn 
maximum profits. 

Collection is an element here. 
Your receivables may be high in 
ratio to sales—not because you 
have extended credit to too many 
customers, but because you have 
too many delinquents on your 
books. The only solution is a sys- 
tematic routine and a credit limit 
of 30 days. 

8. Does your pricing formula 
assure an adequate net profit? 
Many dealers confuse mark-up 
with margin and short-price their 
wares, resulting in an inadequate 
net. If you need 40 per cent mar- 
gin on sales to cover overhead 
and net profit, you will lose 
money if you mark up your sal- 
ables only 40 per cent above the 
cost price. You need a mark-up 
of 66.7 per cent above cost to get 
the same dollar spread. 

Margin is always a percentage 
of sales; mark-up a_ percentage 
added to cost. To arrive at the 
same dollar spread, the mark-up 
percentage is always a higher fig- 
ure than the margin percentage. 

9. Is your accounting system 
dependable? If not, your analyti- 
cal efforts will be of little use. 
The dealer in these days when 
high taxes and high costs are 
making it increasingly difficult to 
earn a reasonable profit, should 
keep his accounting routine al- 
ways in critical focus to make 
sure that there are no loop-holes 
through which losses can slip un- 
noticed. 

10. What is the average inven- 
tory carry in dollars? The money 
you have invested in the inven- 
tory is a factor in profitable op- 
eration. Some dealers carry high 
average inventories for the 
amount of business they can do. 
Others may do more business on 
a lower investment in the carry. 

If too much money is invested 
in inventory, it may depress your 
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working capital and take a bite 
out of your profits for the same 
reason that too much money 
frozen in accounts receivable af- 
fects profits adversely. 

When goods are scarce, of 
course, a dealer tries to stock up 
as best he can and pays less atten- 
tion to the size of his carry. Nev- 
ertheless, it is axiomatic that the 
more you have invested in inven- 
tory, the more it costs you to car- 
ry it. Keep this investment down 
to minimum and you keep costs 
down and increase profits. 

When you have looked behind 
the figures on the profit and loss 
statement for a prior period, then 
you are in a position to look ahead 
with assurance that your eye- 
sight is good enough to enable 
you to drive your business ma- 
chine safely along the hazardous 
road that lies before the dealer 
in these hectic times. 


Prospect Files 
(Continued from page 79) 


while the duplicate is classified 
alphabetically into the metal file, 
where it is always available to 
me. 

Then, at the end of every week, 
I may check through the file and 
determine at a glance which pros- 
pects have not been called upon, 
which have been dropped, who 
has been sold, or who might be 
forgotten. 

The form we use, as shown, is 
extremely simple. Lettered across 
the top are separate notations, 
“floor—user—canvass — credit — 
other.” Here, a simple check- 
mark identifies the source of the 
prospect, which is important in 
shaping up future merchandising 
plans. ; 

At the left top is a large clear 
space for the name and address of 
the customer, with “route” rep- 
resenting the section of the city in 
which he is located. 

On the right side in smaller 
horizontal columns are spaces for 
the salesman’s name, the date and 
time for the first callback, and the 
prospect’s phone number. We 
make out these cards from the list 
typed out by the secretary, and 
at the bottom of the card, fill in 
all information on what the pros- 
pect is actually interested in. 


Thus, columns are headed, 
“Product .~ Model No. 

Price Date,” across the left 
half of the card, and under “Sold,” 
the same information is repeated. 
There are five such horizontal 
columns in which the salesman 
may list the appliances which in- 
terested the prospect at the first 
contact, as well as any sales which 
have been made. 

In addition, the salesman uses 
the back of his sheet to enter re- 
marks, which will largely affect 
the action directed to the prospect 
if he is not rapidly sold. 

For example, entering “unwill- 
ing to pay proper prices,” “pros- 
pect considered poor credit risk,” 
etc., is sufficient explanation to 
drop the prospect. We put a lot 
of emphasis on remarks, and in- 
sist that the salesmen duplicate 
the same remarks on the card in 
the master file. 


The yellow file card is exactly 
the same size on the face, but at 
the rear, has space for a chronolo- 
gical listing of callbacks. The card 
is headed with the line, “Action 
necessary to close sale on next 
call,” with date of call and call- 
back on opposite sides. Here, the 
salesman enters first what he con- 
siders will be necessary to close 
a sale, and below, what actually 
occurred when he made the call. 

Thus, the yellow card can serve 
as a record for three or four call- 
backs, if necessary, and with dates 
and an explanation, give us a cur- 
rent, up-to-the-minute case _his- 
tory on that prospect. 


As pointed out, the cards are 
brought up to date at least once 
per week, and sometimes more 
often in the event we are operat- 
ing an intensive drive on a parti- 
cular appliance. I go through the 
cards myself at regular intervals 
and check dates closely to see that 
no salesman has forgotten a pros- 
pect assigned him, and to guaran- 
tee that he will make a callback, 
for which he has already made ar- 
rangements. 

Salesmen have made it an auto- 
matic habit to write down their 
comments on a day’s operations 
while out on the street, and to 
duplicate the same information on 
the file card as soon as they re- 
turn to the store. 


Thus, without a lot of personal 
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HERE’S 
LOW-COST 
COOLING 
FOLKS WILL 


BUY! 


When you can offer homeowners, 
tenants and businesses a really good 
cooling system that they also can 
afford, you've really got something! 
The Coolair line is complete—in- 
cludes window and wall units, single 
and twin attic package units, plus 
home, commercial and industrial 
units up to 9-Ft. blade diameter. For 
the rough going ahead, tie into a prop- 
osition that will be a dependable 
profit-maker! 


1. VALUABLE FRANCHISE—You are assured of a 
market area large enough for real profit oppor- 
tunities. 

2 SALES TRAINING— Authorized dealer personnel 
are trained under factory supervision. You profit 
RIGHT NOW from your Coolair Franchise. 

3 NEW, HARD-HITTING ADVERTISING AND PRO- 
MOTION—Coolair advertising and promotion 
make your selling job easier! Includes literature, 
displays, selling tools. 

Tie inte a deal that will get you YOUR share 
of cooling profits for 1951! Mail this coupon 
TODAY. No obligation. 


Ask about pre-season 
“EARLY BIRD” 
profit plan! 


AMERICAN COOLAIR CORPORATION 
leaders in Air Cooling for 23 Years 

Dept. ES-I American Coolair Corporation 

Jacksonville 3, Florida 


Please RUSH us full information about the Cool- 
oir proposition for 1951. We are interested in 
( ) a dealership ( ) o distributorship. 





interrogation, and checking with 
the salesman himself after busi- 
ness hours, I know exactly what 
transpired the previous day. 

Net results are that we are now 
selling a substantially higher per- 
centage of prospects whose names 
are brought into the store in one 
way or another, and every sales- 
man is earning a considerably bet- 
ter income. Almost every day a 
file card reveals that a casual ap- 
pointment, made for severai 
weeks in advance, has resulted in 
a worth-while sale, whereas oth- 
erwise it might have been com- 
pletely overlooked and forgotten 
by the man responsible. 

If the salesman honestly feels 
that he will not be able to sell the 
prospect for one reason or anoth- 
er, the card is studied with the 
reasons, and the prospect may be 
transferred to another salesman 
who is more enterprising and ag- 
gressive in dealing with that type 
of prospect. 

We have made many of these 
prospect shifts after giving the 
original salesman every oppor- 


tunity. There has been no objec- 
tion to,this on the part of the 
salesman, because, as pointed out, 
every man’s income has risen 
from the plan. 

Lastly, from customer com- 
ments as notated on the cards, 
etc., we have actually changed 
our advertising schedules, switch- 
ed several appliance lines, done 
away with electrical housewares 
in favor of others, etc. The mas- 
ter file, which can contain as 
many as 650 cards under present 
conditions, has thus become the 
nerve center of our merchandis- 
ing operations. 

Promoting Appliances 
(Continued from page 77) 


portunities are tremendous. 
Let’s take the electric clothes 
dryer. 73,000 electric dryers were 
sold in 1948. 80,500 were sold in 
1949. I don’t know what the in- 
dustry sold in 1950, but it looks 
as though the sales of dryers by 
my company will be just five 


times what they were a year ago. 


Recently, I conducted a survey 
by mail on what was happening 
throughout the country on dry- 
ers. I can report that the interest 
in promoting dryers is widespread 
in most parts of the country, par- 
ticularly on the part of utilities. 

A number of utilities have gone 
ahead with intensive promotion 
activities. These are characteriz- 
ed by seven days free home trial, 
spiffs to salesmen for securing 
free home trials, and additional 
spiffs for sales closed. Special 
employee prices are being set up, 
dealers are being encouraged to 
demonstrate to sell, and wiring 
subsidies are being offered. 
Heavy advertising programs are 
running, using newspapers, radio, 
and television 

Sales of dryers in some of these 
areas are running five, 10, and as 
high as 15 times what they were 
a year ago this time. 

A number of other utilities 
have developed complete promo- 
tion plans for dryers, but have 
held these plans up for the mo- 
ment because the market is al- 
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AUTOMATIC 


CEILING SHUTTER 





” 


sign, 


able with Electrical 


Handbooks of Adequate 


Wiring 


Two Valuable Booklets avail- 


South. 


“Handbook of Residential Wiring Design™ 
and “Handbook of Farmstead Wiring De- 
summarizing latest authoritative in- 
formation on adequate wiring systems, may 


FOR ATTIC FAN 


Built so they can be installed practically 
flush with the coslnn. AIDFLO Ceiling Shutters 
present a refined, finished appearance. Their 
natural Siomiaem color blends with any dec- 
oration, eliminating need for ometny, ss no 
rille or winter cover is required. 

in 5 different widths, single panel up to Bia 
long. No operating mechanism shows. Built- 
in fusible link. Meets fire underwriters re- 
quirements. 


WRITE FOR NEW CATALOG 43-8 
Hlustrations ond details of the complete A!R 
FLO line. 


be obtained with a three-year subscription 
to Electrical South at the special price of 
$2.50 for a limited time. Send name, ad- 
dress, and remittance at once to make sure 
of getting your copies. 


ELECTRICAL SOUTH 


806 Peachtree St., N. E. Atlanta 5, Ga. 


Air Conpitioninc Propucts Co. 








2340 W. LAFAYETTE BLVD. + DETROIT 16, MICH. 
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ready absorbing all available. 

The next job that needs doing is 
one that is important whether we 
have high production or low pro- 
duction. Even in the event of all- 
out war, it is a vital necessity. 
That is to— 


Improve the Level of 
Appliance Service 


Many dealers are still luke- 
warm about their service opera- 
tions. They still look on service 
as a necessary evil. Yet the most 
successful dealers use service as 
a sales builder. 

There is no mystery about why 
they do this. The service man is 
the one member of the firm who 
has the most ready access to the 
prospect’s home. He has the op- 
portunity to see what appliances 
are there, how old they are, and 
what state of repair they are in. 
He has an opportunity to make 
suggestions and recommendations 
that the salesman never has. The 
service man is regarded as an un- 
biased, objective expert who has 
the straight, unvarnished low- 
down on what makes these things 
tick and which ones are best. He 
can with all honesty suggest that 
the time has come to replace this 
older appliance with the latest 
model, and not be regarded sus- 
piciously by the customer. 

If the service man is trained to 
build confidence, if he expresses 
regret at the annoyance caused 
by failure of an appliance, if he 
does a thorough craftsmanlike job 
of fixing it without cluttering up 
the customer’s home, if he takes 
a minute to explain what he is do- 
ing and why things will be better 
from now on—he usually makes 
a friend. 

This requires a definite attitude 
on the part of dealer management, 
and a careful plan of continuous 
training. The tendency of many 
service men is to walk into a 
home and say, “Lady, you don’t 
have to tell me what’s wrong with 
that range. That’s the 12th one 
just like it I’ve seen this week. I 
don’t know why the factory 
doesn’t fire the whole Engineer- 
ing Department and start over.” 

And the tendency on the part 
of too many service people han- 
dling incoming complaints on the 
phone, is not to take too much of 


the customer’s lip. By virtue of 
their job, they hear nothing but 
complaints. But they can harm 
or help the reputation of the store 
every time they pick up the 
phone. They have to start with 
the fact that the person on the 
other end is annoyed, and that 
they are probably going to be un- 
reasonable. And yet she is a cus- 
tomer! The trick is to handle 
her in a way that will make her 
feel that the store’s management 
is greatly upset at this incon- 
venience she is suffering, and that 
its most important job that day is 
to get her appliance operating 
satisfactorily. 

Making the Service Depart- 
ment a sales tobl has to start, of 
course, with the management at- 
titude. Store management must 
set the pace. They must lay down 
the program and see that it is fol- 
lowed. They must see that the 
folks on the phone, the repairman 
on the bench and the man who 
goes into the home — not only 
know their stuff—but also adopt 
a sales attitude. Extra compen- 
sations may have to be establish- 
ed to do this, but retailers who 
are using their Service Depart- 
ment this way say that it pays 
rich dividends. 

One of the greatest contribu- 
tions that could be made to the 
appliance business in my opinion 
would be the organization of a de- 
finite program, in co-operation 
with the distributors and dealers 
in their community, for training 
service personnel. This would 
stress the proper technique of 
handling service calls to assure 
customer satisfaction and produce 
increased sales. 

Another promotional job that is 
a pressing one is increased effort 
on— 


Adequate Wiring 


This is the key to our future 
success. This in the past was often 
the bottleneck of sales effort. 
Adequate wiring is the quickest 
and surest way of bringing about 
our goal of complete electrical liv- 
ing in every home. 

A great job has been done on 
adequate wiring by some of the 
electrical leagues. A great deal 
of progress has been made. By 
and large, however, I believe it’s 
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YOU DON'T HAVE 
TO BLOW ABOUT 


Vikin ng 


V winvow FAN 
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SPEAK FOR 
THEMSELVES 
WITH A LONGER 
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Vv 
AIR CONDITIONING CORP. 


5601 Walworth, Cleveland 2, O. 
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safe to say that there is still a 
tremendous educational job to be 
done with builders and the public. 
When you do this job you make a 
direct contribution to the promo- 
tion of appliance sales. 


Mobile Training 
(Continued from page 75) 


er a single day since it went into 
operation. If we make one sale 
a day, then the actual operating 
expenses are paid for. In this 
way, we receive our sales train- 
ing program for nothing. 

“TI would estimate that it cost us 
about $5,000 to set up the trailer, 
but it has been worth every pen- 
ny spent on it.” (Dealers who do 
not wish to invest that amount of 
money could probably set up a 
trailer on a smaller scale.) 

The idea of using the trailer was 
the brainchild of R. L. Bates, Jr., 
sales training and promotion di- 

ector of the company. Last April, 
n old truck was used for driving 





Hoadquanrters FOR 
ELECTRICAL CORD SETS 


“WRIST ACTION” CORD SET 


Wireless swivel plug 
nds, swings, 

spins — eliminates all 

cord wear, 

of all 

troubles. 

sive, patented de- 

sign. A proven 

seller. Attractive 

display card free. 


Finest quality cord and recepta- 

including new flush range 

— Underwriter’s Ap- 

Elimine 220 volt, 50 amperes. 

ged costly electrical work 
‘onnecting ranges. 


ge or write direct 
or ila aon details and prices. 


P a Rep. Southwest Ree. 





. C. Huie 
Walton Bidg. “Atlanta, Ga. Thomas Bidg., Dalias, Tex 
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around Memphis and displaying 
appliances. Two men were assign- 
ed to the truck, and they soon 
averaged $10,000 to $30,000 a 
month more volume than they 
would have realized selling mer- 
chandise in the regular manner. 

This gave R. L. Bates, Jr., the 
idea that a large-scale mobile unit 
would most likely produce com- 
mensurate results. Therefore, the 
two trailers were set up for sales- 
men’s use in mobile display. Use 
of one of the trailers each day for 
sales training then grew out of 
this idea. 


Electric Blankets 
(Continued from page 73) 


for the clever window display 
shown in the photograph. This 
display was seen by more than 
200,000 St. Louisans over a period 
of ohe month at the store’s promi- 
nent location. Three of the store’s 
windows measuring 28 feet across 
were used for the promotion. 

- A-semicircular background for 
the window was constructed of 
light fibreboard, over which was 
draped bedroom wallpaper. The 
floor was carpeted with scatter 
rugs, and nine pieces of boudoir 
furniture were arranged to dupli- 
cate a large bedroom. 

Near the simulated window was 
a large walnut bed, with a negli- 
gee-clad manikin borrowed from 
a nearby display agency. The 
blonde manikin was shown sleep- 
ing under a bright-red electric 
blanket. To the right of the bed, 
five more blankets in various col- 
ors were shown. 

The eye-appealing display was 
topped off with two 10-inch circu- 
lar signs representing the two 
temperatures involved. A _ red 
satin ribbon led from the “35-de- 
gree” sign near the window to the 
electric blanket, where another 
sign indicated “80 degrees.” Sim- 
ple enough that its selling mess- 
age was readily recognized, this 
display attracted much attention, 
and did a lot toward increasing 
electric blanket sales during the 
winter it was used. 

Arrow Appliance Company in 
suburban St. Louis got excellent 
results from suggesting electric 
blankets all year long as an ideal 
Christmas present for the house- 
wife, contacting each husband 


dealt with during the year. Here 
again, a blanket operating on a 
smart, modern bed in the center 
of the appliance display was the 
clinching feature. 

“Getting the husband in the 
case to actually feel the blanket 
in use, and dispelling any idea of 
danger which is often prevalent, 
turned the trick for us,” it was 
stated. “We encouraged the lay- 
away type of buying, pointed out 
to each husband that he, too, 
would enjoy the electric blanket, 
and sold more than four times the 
volume we had achieved the pre- 
vious year.” 

Perhaps the most unique stunt 
of all was staged by a Maplewood, 
Mo., department store, which pre- 
sented on the coldest day of the 
year an Indian chief, strolling 
back and forth on the sidewalk in 
front of the store with a peace 
pipe at his lips, clad in an electric 
blanket with a 50-foot extension 
cord! This stopped hundreds of 
passersby who grinned at the 
stunt but were readily impressed 
by the Indian’s warm covering. 
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Three Models 


With or without lan- 
terns. 8 foot hollow 
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wire and install. 
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rust proof—lasts a 
lifetime. 
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Automatic Shutter 


Unusually sensitive to air currents, 
causing the louvers to open in- 
stantly when the fan is turned 
on — and snap shut when the fan 
is turned off. The aluminum lou- 
vers are weatherstripped. The best 
fitting shutter on the market. 
Sizes from 8” to 72” square — 
also rectangular. 


“Echo” Automatic Ceiling Shutters 


Used for attic ventilation. Installed in attic floor at the base of a 
penthouse, the louvers being operated by the suction of the fan. 


ELGO SHUTTER & MFG. CO. 


CATALOG 2738 W. WARREN DETROIT 8, MICH. 
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INCREASE YOUR PROFITS 


buy direct from manufacturer 





Thousands of Satisfied Users in U.S.A. and Canada 
The Precision sump pump is built entirely of stainless 
steel, bronze and aluminum alloy, has a totally enclosed 
dust and moisture proof motor with built-in float switch 
and overload protection. Sealed motor ball-bearings and 

ing will never require additional 


Equip) 
with plug-in cord. Does not require special wiring. Guar- 
anteed for one year. 

DEALER COST ¥,8.8, HASUVILLE 
1/6 H.P.—1 in. discharge 1,600 G.P.H oe 
1/4 H.P.—i¥_ In. discharge 3,000 G.P.H. 
Order direct by check or '—¥ order or write for further 
information. Manufactured b: 


PRECISION Pants CORPORATION 
Nashville 7, Tennessee 




















The REED Vertical 
Air Discharge Attic Fan 








Requires An Attic 
Clearance of ONLY 133/3" 





INSTALLATION DATA 


MODEL FAN and SHUTTER 


A B 
RVU-24 32” 32” 
RVU-30 36” 36” 
RVU-36 42” 42” 
RVU-42 48” 48” 
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ness, powerful air delivery and trouble-free 
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EMERSON-ELECTRIC bia: 
fan catalog! 


See the 
Emerson-Electric Exhibit 
at the 
National 

It’s a fact—that Emerson-Electric features the Housewares Show, 
for 1951 shows a complete line of dependable famous Five-Year Factory-to-User Guarantee January 18-25 
window fans ..; a complete line of always- «+ * Powerful selling point in itself! Sasthe S0t an One 
Navy Pier, Chicago 


Get the facts—see for yourself the advantages _‘It’s a fact—that Emerson-Electric Fans give you 
unmatched quality and performance ... and 


of stocking the most complete line of fans on : ‘ 
that means satisfied customers for you! 


the market! The new Emerson-Electric catalog 


popular desk fans...a complete line of attic It’s a fact—that again this year Emerson-Electric 
is putting the power of national advertising 
plus free sales helps behind your summer fan 
for every air-moving job. It’s the profit line —_ promotion! 
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MEE sti Electric Fan Catalog (No. 613), together with 1951 price 
MOTORS -« FANS ed lists and details on Emerson-Electric advertising-merchan- 


dising and sales helps. 


Ss 
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GOLD SEAL 


VERTICAL OR HORIZONTAL INSTALLATIONS 
REDUCE YOUR INVENTORY 


MOTOR AND FAN 
LUBRICATED 
FOR LIFE 


SILENT 


BREEZE STANDARD 
The STANDARD model is of equal quality with the Gold 
Seal model, except the motor requires occasional oiling 

_ «+ for vertical intallation only. 


in profits! 
in quality! 


in satisfaction! 


Quality plus 
a proven 
merchandising plan 


The remarkable quality construction; the 4 balanced blades, 
deep venturi, ever-quiet shaft, Never-Lub ball bearings and 
the 2 separate fan lines, in 14 sizes, give you sales features 
and flexibility equalled by no other fan line. These features, 
plus a merchandising plan that will work for you too, are why 
SILENT BREEZE fans are TOPS in ventilation . . . TOPS in profits. 
STOCK UP NOW .. . pay LATER! 


“THE SILENT BREEZE PLAN” 
The SILENT BREEZE line and merchandising plan 
will make you money. Contact us NOW ... line 


up for ’51 with SILENT BREEZE . . . it’s the PROFIT 
line for you! 


HOLCOMB & HOKE MFG. CO., INc. 


1545 VAN BUREN ST., 


INDIANAPOLIS 7, IND: 
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Shipper Rod Control Station | net switch Toagle med type fas 
load relays for grouP fusing. Acces- 
sible terminals. Available with line 

otation. Slott ed operating connections either top or bottom. 
arm for easy adjustment. Snap es —_— with = — 
action contact mechanism. ’ jor maximum salely: 





Combination Starter New 
switch operating mecha- 
nism provides maximum 
safety. Interlock prevents 
opening door when dis- 
connect 1S “on” and self- 
aligning handle indicates 
true position of switch. Pro- 
vision for 4 padlocks New 


Range Drive Centro! Custom- 
built control for pa ider, tenter, 
winder, folder, pre dryer, 
batcher machines and other 
special text hinery con 


trol applications 





line terminals. New mag- 


‘ +h guided Roving Frame Starter Primary 
netic starter with guide resistor type- Definite time ac 
celeration provided by reliable pneumatic timer. Available in 


NEMA I or IA enclosures. 


motion of armature insures 
long life. 


ASK YOUR ELECTRICAL WHOLESALER FOR SQUARE p PRODUCTS 


SQUARE [) COMPANY 


DETROIT . MILWAUKEE Los ANGELES 








SQUARE D COMPANY CANADA LTD., TORONTO « SQUARE D de MEXICO, S.A- MEXICO CITY, D.F. 
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Si PREPARE FOR TODAYS CHANGING DEMANDS 


AN 


» HOW MUCH WEIGHT CAN YOU SAVE 
PER 1000 FEET OF PVX CABLE? 
Small in over-all diameter and easy to strip, 

General Flectric PVX* nonmetallic sheathed cable 
speeds farm and residential wiring. But one 

really important advantage is the saving in weight 
it provides. Can you guess HOW MUCH? 


réuswerds 


1. The most popular locations for the master selector switch are in the master bedroom 
and at entrance doorways. But, customers can specify its installation in any convenient spot. 


3, General Electric Geotrol Type TW wire is the full name of this new gasoline-and-oil 


resistant wire. 


3. Use G-E flexible steel conduit to simplify vibration-proof installations in close quarters. 


4.) General Electric size 14/2 PVX cable weighs 142 Ib less per thousand feet then 


metallic armored cables—with similar savings in other sizes. 


5. { ] The G-E Levelock switchbox has four leveling projections. It can’t rock or tilt. 


*Registered Trade Mark of General Electric Company 
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4 WHERE DO YOU NORMALLY LOCATE 
GENERAL ELECTRIC REMOTE -CONTROL 
MASTER SELECTOR SW/TCHES 2 


This new multi-purpose G-E master selector switch gives 
homeowners control of up to nine different lights or outlets 
from a single point. But do you know WHAT LOCATIONS 

ARE RECOMMENDED FOR MASTER CONTROL SWITCH 
INSTALLATIONS ? 


~ WHAT WIRE SHOULD YOU USE 
IN LOCATIONS EXPOSED 
TO GAGOLINE ? 


Until now, this problem required the use of 
heavy, lead-sheathed cables. Today, Gen- 
eral Electric’s new lightweight, hydrocar- 
bon-resistant wire helps you do the job 


efficiently and economically. WHAT SHOULD 
YOU SPECIFY? { L — 


3. WHAT 1S THE BEST PROTECTION 
FOR MACHINE TOOL LEADS THAT 
ARE SUBJECT TO VIBRAT/ON? 


Rigid protection used for this purpose is often bulky 
and fails to provide the necessary “play.” There is a 
simple solution. But, Do You KNOW WHAT'S BEST? 


5. HOW DO YOU AVO/O “ROCKING” 
WHEN YOU INSTALL A SWITCHBOX ? 


The new G-E Levelock switchbox solves 
the problem of rocking during installation— 
speeds rough wiring on any job. HOW? 


FOR FURTHER INFORMATION 


on any Genera! Electric wiring ma- 
terials, see your G-E Construction 
Materials distributor, or write to 
Section K51-124, Construction Ma- 
terials Department, Gereral Electric 


Company, Bridgeport 2, Conn. 





GENERAL @ ELECTRIC 
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